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AB.C. net sales for the period JULY-DECEMBER, 1954 


PUBLISHED WEEKLY 


WOMAN. ” | .. 3,099,569 
JOHN BULL . ¥ .  .. 1,184,565 
ILLUSTRATED 7 bi e os 971,376 
PICTUREGOER ca $ a 442,187 
MICKEY MOUSE . | , | 383,252 
MELODY MAKER. | | 97,308 
HAIRDRESSERS’ JOURNAL 31,430 
POULTRY FARMER | be 27,578 
HORSE & HOUND ate. 47,550 
KINE WEEKLY 6,289 
ELECTRICAL & RADIO TRADING | 11,563 


Electrical & Radio Trading became a weekly on 
21st August, 1954. Present weekly sales exceed Ane sah 12, 500 


PUBLISHED MONTHLY 
EVERYWOMAN~. > ; = 348.201 
MOTHER = . a . 82,669 
IDEAL HOME oe Ms i. 237,109 


From October, the monthly average of Ideal Home has exceeded 250,000 
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Incorporated Practitioners in Advertising 


Flying start 
by kindness 


Sir, Your correspondent 
(February 10) who describes his 
experiences as “beating against 
the doors of agency indifference” 
must have been unlucky 

1 am not related to anybody in. 
or near, the firm, not young or 
naive (but willing to learn), not 
university educated, and nothing 
if not ignorant of everything to 
do with advertising. But I like 
writing and it seemed a pity not 
to try for a copy job, whatever 
people said about the difficulties 
of getting started. I wrote to a 
couple of the best agencies (who 
had given no indication of want 
ing me or anyone else) and rashlys 
answered about half a dozen 
advertisements at the same time. 

By the following week | felt 
thoroughly ashamed of having 
encroached on so many busy 
people’s time—they had ali 
answered, and all except one sug 
gested an interview The “one” 
said the position was already 
filled (which was probably truc 
as I answered the advertisement 
a fortnight late) but they would 
notify me of their next vacancy 

When I wrote to the people 
who had been kind enough to 
see me, and said I had taken a 
job elsewhere, they all took the 
trouble to write back, and said 
nice things like “good luck” and 
“best wishes, I'm sure you will be 
successful.” I got, also, the im 
pression that some copy depart 
ment doors were being left at 
least as wide open as would be 
compatible with not enticing 
someone else's traince 

If this is “indifference,” what 
is encouragement? And if an 
applicant cannot produce enough 
evidence of ability to write, why 
should the copy chiefs be 
expected to “devise some sort of 
a test’—surely the test is the 
applicant’s application ? 

Copy-TRAINE! 

(Name and address supplied) 


To The Editor .. 


Test of a good 
copywriter 


Sin,—“They won't give you a 
job until you have experience ; 
you can’t get experience till they 
give you a job.” This is the bur 
den of your correspondent’s letter 
(February 10). It is the classic 
argument of all those “on the 
outside”; there is a big flaw in it 
somewhere, 

First, it is just not possible that 
all the hundreds of copywriters 
now in agency jobs either started 
as errand boys or were born on 
the premises. Very many of them 
must have been “outside” at 
some moment in their lives; and 
somehow they must have got 

“in 

Secondly, look at it from the 
agency point of view. Training 
skilled men is costly and a head 


THIS WEEK 


How to organise a system of train- 
ing for young advertising people, 
page 394. 

NEXT WEEK 


Northern Ireland Supplement. 


ache; why bother with it if you 
can get them already trained? 
Wages run away with profits 
why waste good money if you can 
get an enthusiastic young chap 
fresh from the university who 
for a time, will do the job for 
almost nothing ? 

It takes no salesmanship to 
hand out hot cakes to a long and 
hungry queue. If an aspiring 
copywriter can't compete with 
Sales-resistance, prejudice and 
apathy in selling Aimself, is it 
likely that he will do an effective 
job under agency conditions? 


Putney, S.W.15. Martin Linpsas 


If commercial 
iS Je 


Sir,—The statement of Charles 
Hallas, reported in ADVERTISER'S 
WEEKLY, February 3, is of great 
interest to me. 

I agree with him when he says 
that “If this new commercial! TV 
service were to fail it would 
be the biggest blow to adver 
tising’s prestige which it has ever 
suffer ed.” 

When, two years ago, my com- 
mittee started a campaign for 


commercial TV against the 
strongest opposition, we empha 
sised that both the prestige and 
the good name of British adver 
tising were at stake. It is grati- 
fying to know that we were right 
E. Simms 
Honorary Secretary 

Popular Television Committee 


Correspondent’s 


defence 


Sir.-J. L. Bullock (ADver- 
TISER'S WEEKLY, February 10) is 
probably right about publisher's 
“blurbs” being written by a mem- 
ber of a publisher's staff. But as 
a slight defence | would quote 
that eminent bibliographical 
authority, John Carter, who 
divides “blurbs” into _ three 
groups—+i) the quotation, or 
second-hand advertisement, (ii) 
the original composition, im- 
personal and (iii) the ostenta- 
thous persor 

Type (i), he says, usually takes 
the form of a sentence or two of 
praise culled from an established 
critic. As it is unlikely that any 
publisher will use unfriendly 
criticism in an advertisement I 
think I am justified in calling the 
brief quotations in publishers’ 
advertisements “blurbs.” But | 
am open to suggestion for another 
name 

RoGcer Darcy 
180 Fleet Street, E.C.4 


—no ‘blurh’ 


Str,—Mr. Bullock, in his 
letter correcting Roger Darcv's 
use of the oon’ ‘blurb” (ApDVER 
TISER'’S WEEKLY, February 10), is 
himself guilty of a statement bott 
imcorrect and misleading 

Publishers do not only use a 
“blurb” when reviews of a book 
have been half-hearted. In fact, 
they do not use a “blurb” at all. 


They feature specially written 
copy The writing of what a 
publisher terms a “blurb” and 
the writing of copy for his 
advertisements are two entire) 
separate arts 


There are many reasons why 
copy is used alone, including: 

(1) The most enthusiastic re 
view does not always provide 
phrases that can be quoted 
correctly in the limited space 
of a publisher's announcement 

(2) There is often a consider- 
able time-lag between the pub 
lication date of the book and 


scribers to the 
WEEKLY in 
Since then we have not ceased to 
wonder how we ever managed 
without its extraordinary help 
and inspiration 
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the appearance of its reviews 
good or bad 

(3) There are many books 
some current best-sellers—for 
which a piece of intelligent 
copy will do far more than a 
collection of disjointed and. 
occasionally, hackneyed 
phrases, laudatory though they 
may be. 

MARGARET SHELLEY 


Hampstead, N.W.3. 


Subsidising 
TV aerials 


Sir,—-In a speech made at a 


recent luncheon mecting of the 
English Speaking 
|. 
saying that recent polls show 
that at least 85 per cent of the 
people want the new sponsored 
programmes, but there will be a 
number who cannot, or will not. 


Union, Col 
Roberts is reported as 


spend more than £10 on adapters 


and outside aerial work 


When commercial TV was 


being discussed in Parliament, 
suggestions were put forward 
from various sources that pos 
sibly the manufacturers of the 
equipment or the 
might be prepared to subsidise 
the fitting of the converters. 


advertisers 


It would be very interesting to 


know if this suggestion has been 
further considered. 


J. H. Kenpaut 
Director 
lassic Electrical Co., Ltd. 


Bouquet 


Sirn,—We first became sub- 
ADVERTISER S 


November, 1954 


W. Swan 
Director 
Home-made Gadgets. 


We are now using this method to produce 
FINE QUALITY SILK SCREEN PRINTING 


Y. A. Shankland Lid ; 


GRAFTON WORKS, LONDON,N.W.S5S. GUL S595-6-7 
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“My Daily Mail 


“perHars I am biased towards the Daily Mail 

because of my father’s long association with 
it and because one of my boyhood memories is 
of him, with all the national newspapers strewn 
over the bed in the morning, comparing their 
contents with those of the Daily Mail. 

I am sure, however, that this does not account 
wholly for the fact that the Mail is the only daily 
newspaper that I have read consistently for 
twenty-five years. I like its leaders, its sober 
presentation of news, and its vigour—though I 


ADVERTISER'S WEEKLY 


ICHARD DIMBLEBY, 0.8.£., left Mill Hill School to begin 

work in his family newspaper office at Richmond, 
Surrey. In 19% was appointed first news observer 
of the B.B.( Famous today to millions of listeners and 
viewers for his commentaries on great State occasions, he 
first began to special: n this field when he covered the 
State visits to Frar and Canada before the War. In 
1939 he became the B.B.C.’s first War Correspondent ; 
visited all theatres war, and fourtes ysuntrices. Now 
a freclance commentator, as well as author journalist, and 
film company managing director. Keen farmer, motorist 
and yachtsman 


by RICHARD DIMBLEBY 


sometimes disagree with its policy. 

I am particularly concerned with sound broad- 
casting and television. Too many newspapers 
handle television as a stunt, too many television 
critics are news reporters looking only for gossip 
and tit-bits. Peter Black is one of the very few 
who takes the job seriously, is truly critical, and 
writes excellent prose. This means that I have 
to read the back page first, but I wouldn’t miss 
it for the world, most of all when one of my 
programmes is under fire!” 
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YOU CAN’T COVER THE MIDLANDS WITHOUT THE DESPATCH 


_ Evening Despatch | 
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Tel: 


BIRMINGHAM, 
CENtral 846 
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AT THE ‘POINT-OF-SALE 
DEMANDS DISPLAY, SCREEN 
PRINT AND EXHIBITION BY 


|PRIESTLEYS| 


S. BUCKINGHAM STREET, LONDON WC.2 - TEL TRA 4277 


Vol. 167 


180 Fleet Street, E.C.4 
52/6 A Year Post Free 


Advertiser's 


Weekly 


The Journal of British Advertising & Marketing 


No, 2,173 


"Phone: Chancery 8844 


55/- Overseas 
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AT THE ‘POINT-OF~-SALE 
DEMANDS DISPLAY, SCREEN 
PRINT AND EXHIBITION BY 


|PRIESTLEYS 


COMMERCIAL ROAD. GLOUCESTER - TEL E228" 


Transport 
ad men 
organise 


A committee to represent the 
interests of operators and con- 
tractors engaged in transport 
advertising and to improve its 
standards has been set up. The 
new body is the Public Service 
Vehicle Advertising Committee. 

It is backed by the advertising 
departments of the British Trans- 
port Commission and the British 
Electric Traction Co., Ltd., and 
the principal transport advertis- 
ing contractors. 

J. H. Brebner, public relations 
adviser to the BTC, has been 
appointed chairman. Honorary 
secretary is J. E. Haile. 

For the time being the Com- 
mittee will deal with matters 
affecting bus, trolley-bus and 
tram advertising only, but even- 
tually its scope may be extended 
to include all forms of transport 
advertising 


Standardisation aims 


It will consider a number of 
subjects of common interest to 
advertisers, agents, contractors 
and operators, among them the 
standardisation of names and 
descriptions of spaces. Considera- 
tion will be given to establishing 
2 common practice in short-term 
ates and clauses used in standard 
forms of contract 

J. H. Brebner, speaking at a 
reception held to launch the com- 
mittee, issued what he described 
as a “challenge to advertising.” 
He said that the time had come 
for transportation advertising in 
this country to “stand on its own 
feet.” It must come out and take 
its place as a leading medium 

Transportation advertising, 
through the buses and trains and 
sites of both public and 
private organisations, could offer 
the advertiser a country-wide 
coverage, he said 

R. Browne, of T. B. Browne & 
Co., Ltd., and E. Puplett, Poster 
Services Lid., spoke on behalf of 
the advertising industry Both 
said they commended the 
project 


Static 


that 


See Stop Press 


Kemsley group 


buys 3 weeklies 


Kemsley Newspapers Ltd. on 
Tuesday acquired the sharehold 
ing of Manchester Weekly News- 
papers Ltd., publishers of Man- 
chester City News Stretford and 
Urmston News and Wythenshawe 
Recorder The three weeklies 
have a combined sale of over 
30.000. The entire staff is to be 
retained 

J. R. Walley, director and 
general manager of Stockport 
Express and Macclesfield Times 
and Courier, and A. M. Burnett 
Stuart, director, Kemsley News 
papers, Manchester, have been 
appointed to the board 

Among those leaving the board 
is H. Geldeard, managing editor, 
although he will still be available 
in a semor executive Capacity 


Birmingham Gazette & Despatch photo 


W. Geoffrey Smith 
Newspaper Society, opens 
ference. (1 f I J. 8 
(‘Express & Star,’ Wolverhampton) 
the convenor; Miss Audrey Deans 
(F. C. Pritchard, Wood & Partners 
Ltd.) Nicol (We 

County Publishers, New 

D. C. Ward ('Birminghan 

series, chairman of the : 
Mr. Smith, R 4. Barford ('The 
Scotsman’); and E. C. Mackenzie 

(W. S. Crawford Ltd.) 


i the 
con- 
dlard 


preside ni 


nferer 


. ’ 

Nationals’ rates up 
rates for the 
“Daily Mirror” are being in- 
creased by 124 per cent from 
May |. Rate for a single column 
run of paper will be £261, and 
£315 for preferred position. 

The rate for the Daily Express 
half-page has been increased from 
£2,500 to £3,000. The half-page 
space with a second colour now 


costs £3,750. Previous rate was 
£3,000. 


Advertisement 


‘MORE LOCAL 
EXECUTIVES’ 
BODIES’ CALL 


The formation of more local 
advertisement executives’ associa- 
tions was urged by D. C. Ward 
(“Birmingham News” _ series), 
president of the West Midlands 
Newspaper Advertisement Execu- 
tives’ Association, who presided 
over the dinner of the third Classi- 
fied Advertising Conference at the 
Grand Hotel, Birmingham, on 
Monday. 

The conference had a 
attendance of about 220 
organised by the West Midlands 
NAEA, whose chairman, L. J 
Stallard, Express and Star, 
Wolverhampton, was the con 


record 
It was 


The association sponsoring the 
Conference were thanked by the 
chairman, who congratulated Mr. 
Stallard and his committee for 
the way they had organised it. 


venor, in conjunction with the 
Herts and Beds Advertisement 
Executives’ Association and in 
ition with the West Mid- 
land and Herts and Beds News 
paper Societies 

See “Comment,” page 392. 

Report of the conference: 
pages 380, 381 and 388. 

Three of the major speeches 
from the conference, by Miss 
Audrey Deans, William Nicol, 
and bk. Mackenzie, can be found 
in full in the Classified Advertis- 
ing Supplement published with 
this issue of ADVERTISER'S 
WEEKLY 


assoc 


= 


a7 


January 2! 


runter month 


* * 


buses or else 
sacked 


February 19 
Aquarius (water-bearer or can-carrier) 
must bear more than his usual brunt 
this month, because, basically 


* 

Look out especially for copy-dates, blondes and 
with your sort of luck, you'll be 
masried or buried before Pisces comes 
along to relieve your hard little lot. 


THE ADVERTISING MAN’S GUIDE TO ASTROLOGY 
ALAS FOR AQUARIUS 


suicidal montt 
this ad. Ther 
that at 11/2d 
a first-class buy 

* * 


it's a 


to say that many 
are Using 'ts 
Good luck — and loo 


PUBLIC SERVICE 


Reginald Harris Publications Lid., 3 Stanhope Row, Mayfair, W.1 GRO 3877 


The one bright spot in an absolute! 
that you're readir 
yu'll know, if asked 
with @ circu 
lation of a ¢ Muuon, Public Service is 


per thou., 


* 
And if questioned further — they're 
like that, you know—you'll be able 
national advertisers 
ages regularly 
after yourself! 
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CLASSIFIEDS CONFERENCE —‘Limits are a long way off’ 


Classifieds are sign 
of pulling power 


PROVINCIALS’ STANDING 
ENHANCED, SAYS 


AS MEDIA 
PRESIDENT 


Opening the third Classified Advertising Conference in 
Birmingham on Tuesday morning, W. Geoffrey Smith, presi- 
dent of the Newspaper Society, said that classifieds were of 
great importance to the provincial press. 

They were among its main sources of revenue and were the 
most tangible demonstration of sure and immediate pulling 


power. 


Their pulling power and their development affected the papers’ 
standing as advertisement media in the eyes of display advertisers too 
Classifieds were capable of very great expansion; there was a long 
way to go before the limits of what could ultimately be done in 


this field were reached 


The conference scene; R. A. Barford 
is the speaker. 


Copy is ‘the crucial test —and ad managers know it 


Dealing with copy in classified 
advertisements, William Nicol, 
of Westchester County Publishers, 
White Plains, New York, said: 
Classified copy is the promotion 
that goes to w for us—or 
against us. 

We know that our promotion 
methods, whether through the 
printed message or the “selling” 
of our sales staff, has succeeded 
in bringing prospects into our 
columns. So far, so good, but 
our work is not finished—for 
copy is the crucial test—the 
factor which, everything else 
being equal—will either prove or 
disprove our claims 

It is the one sustaining in- 
fluence that will hold the com- 
mercial account as a steady 
advertiser and induce the tran- 
sient advertiser to use classified 
again. 

Our classified managers, as a 
whole, are very conscious of the 
part copy plays in classified 
development—-this is substan 
tiated by the emphasis they place 


on copy in their sales training 
programmes Most managers 
have a prepared copy manual 


containing phrases and words to 
embrace all classifications, and 
this, coupled with material from 


classified services subscribed to, 
provides knowledgable working 
tools for their sales staff. 

It is generally agreed that 
descriptive copy—consistently 
applied with sincerity and re- 
sourcefulness will bring the 
most beneficial returns. In 
this respect, we endeavour to 
“sell” the commercial account 
into using “eye-stopper” head 
lines followed by copy liberally 
sprinkled with selling points 
that will whet the appetite of 
the reader and spur him to in- 
vestigate further. 

The headline of an ad 


is an 
invitation to expectation—and 
the follow-up should, most 


issuredly, give a measure of 


realisation. When the text lacks 
lustre, and does not back up the 
promising interest created by the 
headline, it leaves the reader with 
a lack of confidence in the firm to 
be contacted 

We find the most successful 
way to “sell” the commercial 
account is through the medium 
of copy suggestions, and the sales 
person who uses this form of 
approach discovers it is the best 
calling card he can ever leave 
with a prospect 

We place equa! importance on 
selling the transient advertiser the 
merits of good copy, and we 
probe for information that will 
aid us in preparing a result-pro- 
ducing ad. 


(uotes from conference speakers 


A. Walsh (Northern Echo, 
Darlington) told how his paper 
cultivated and supported the 
newsagents by methods which 
included window displays 

W.E. Yarranton (Daily Herald) 


spoke of personal canvassing 
techniques 

He believed that one should 
state one’s case in the most 


limited time. 


Among things nor 


Birmingham Gazette & Despatch photo 


A group of delegates from London (I. to r.): O. M. Ennals (St. James's 


Advertising), W 
Smith & Son); 
Trash | 
(‘Daily Herald’), E. 


i. <. 


H. Smart (“Daily Telegraph"), C. W. B. Buiter (W. H 
Bartlett (P. C 


The Star’), J. J. Baites (London Press Exchange), W. E 
T. Reyneil (Reynell & Son Lid.), ¢ 
(London Press Exchange), and L 


Bartlett Publicity Service), Freddie 
Yarrantoa 
J. Pennington 
R. Cannar (‘The Times’). 


to do was to tell the prospect that 
he was advertising in the wrong 
paper He might have been 
choosing media for many years 
and to tell him he did not know 
where to choose was not a good 
start. Also one should not try 
to rewrite his copy merely for the 
sake of rewriting it 

H. Hatton (Birmingham Post 
and Mail) wondered whether it 
might not be a good idea to have 


a special rate for the cheaper 
second-hand goods. If a woman 
had to spend 12s. to advertise 


something for say 50s. she would 
not do it 


QUESTION TIME 


Our ideas will 
help America’s 
agencies 


W. Nicol told a questioner that 
contract advertisers were charged 
a lower rate than transient adver- 
tisers. For the latter there was 
a three-time rate and a six-time 
rate 

In reply to a question as to 
whether he had learned anything 
about classified advertisements 
that we could teach the Americans 
R. A. Barford said that when he 
returned at the end of the year he 
would be taking back a great deal 
of ideas. One difference was that 
generally speaking in North 
America advertising agencies did 
not handle classified advertising 

He said that in Canada it was 
not the custom for traders using 
the classified columns to be 
charged a higher rate than private 
individuals; on the contrary he 
might get better terms through 
Signing a long term contract 

To a questioner who pointed 
out that legal considerations were 
often responsible for the wording 
of statutory classified advertise- 
ments, E. C. Mackenzie replied 
that it should still be possible to 
word them a little less academic- 
ally and ponderously. 

Asked when agencies were go- 
ing to adopt a standardised order 
form, he retorted: “I should say, 
shortly after newspapers use a 
standardised column width.” 


And now... off to United States 


Plans were announced at the 
conference for a visit to the 
United States this summer by 


R. W. Grundy, information 
officer of the Newspaper 
Society, H. Hatton, advertise- 


ment manager of the Birming- 
ham Post and Mail Ltd., and 
L. J. Stallard, advertisement 
manager of the Express & Star, 
Wolverhampton 

They will examine newspaper 


advertisement methods and will 
study, in particular, the work 
of American organisations for 
the promotion of press adver- 
tising They will also attend 
the 35th Conference of the 
Association of Newspaper 
Classified Advertising Mana- 
gers at Rochester, NY, from 
Sunday, June 26 to 30 

The _party leave by air on Mon- 
day, June 20 and will return in 
the “Mauretania” on July §. 
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CLASSIFIEDS CONFERENCE —‘Increased revenue, increased readability’ 


Both here and in America classifieds are 


Before R. A. Barford, 
general manager of the 
“Scotsman,” who spoke in 
place of Roy Thomson, 
addressed delegates at the 
conference, he read out a 
famous classified advertise- 
ment. It was: 


MeN WANTED for 
dous journey. Small wages, 
bitter cold, long months of 
complete darkness, constant 
danger, safe return doubtful. 
Honour and_ recognition in 
case of success. 

That is one type of classified 
advertisement, he said, and now 
here are four more: 

Elderly woman wants work 
by the hour. Will clean shops, 
offic es or do housework. 

f sale by family 


hazar- 


Piano for 
moving to Australia. Cheap for 
quick cash sale. 

Salesman is offered good 
position who is experienced in 
selling to the grocery trade. Car 
provided. 

Joan, meet me at 2 o'clock. 
Be ready to give your answer. 
You will notice that all of these 

advertisements express a want. In 
each one of them somebody wants 
something. It may be a group of 
men, a job, money for a piano, a 
salesman, or happiness. Because 
all classified advertisements so 
clearly and _ briefly express 
people’s wants, the habit in 
Canada and America to call 
classified advertisements “want” 
advertisements is easily under- 
stood: in most parts of the 
North American continent, the 
newspapers all term their 
classified advertisements not 
“smalls,” not “classified,” but 
“want” advertisements. 


Famous ad 


Just in case any of you are 
still somewhat mystified as to 
who wrote and published the first 
advertisement I read to you, I 
will tell you that it was inserted 
in The Times many years ago by 
Sir Ernest Shackleton. 

I started off my talk to you in 
this fashion, largely because I am 
to speak on the importance of 
classified advertising, how classi- 
fieds are operated in Canada and 
the United States, and what pro- 
motion methods are used 

am sure that by reading to 
you these five classified advertise- 
ments I have shown to you their 
great importance. To-day, there 
is only one economical and sure 
way for people to express their 
wants and desires, and that is 
through the classified columns of 
newspapers. The importance of 
classifieds to the public can 
never be overrated. 

Now their importance has 
another side, and that is, the 
mportance of classifieds to news- 
paper men They mean two 


+ 


news, says Barford 


PROMOTION METHODS IN USA AND 
CANADA DESCRIBED 


definite things to them: increased 
revenue and increased readability 
of your newspaper. 

Editorial people are too prone 
to look upon all material they 
publish in their newspapers and 
which is written by themselves, 
or comes from the Press Associa- 
tion, as news, and al! material in 
the newspapers, paid for by 
someone, as advertising, and 
therefore slightly inferior to 
news. 


High news value 


Advertising is news, and few 
people to-day would enjoy their 
daily newspapers unless these 
papers carried paid-for advertis 
ing, and especially classifieds. 
One of our papers in Canada was 
the subject of a research project 
by the Gruneau Company, 
research specialists. They found 
that after analysing all parts of 
the paper for readability that the 
classified section rated 94 per 
cent readership higher than 
any news, features, pictures or 
strip comics in the whole paper. 

May | digress here for a 
moment, to say that while we 
here can be critical of the huge 
North American newspapers, we 
must remember that these news- 
papers with their tremendous 
volume of advertising have been 
largely responsible for the high 
standard of living. 

The large and emphatic adver- 
tisements have made people want 
things, and when they want things 
badly enough, they usually find 
the money to buy them. 

I do not think I need to dwell 
any longer on the importance of 
classified advertising 

If we admit that any differences 
exist in the classified advertising 
over there, we will find that such 
difference is mainly in volume. 
There are other differences, but 
volume is the important one. 

This large volume has not been 
secured entirely by promotion 
methods, for the people living in 


the North American continent 
are much more _ advertising 
minded ; they believe in advertis- 
ing, and that they act upon it 
Promotion managers in 
Canada and the United States 
use all types of advertising 
media to advertise classified 
columns — outdoor signs of 
huge size, tram-car advertising, 
radio and television advertis- 
ing, and newspaper advertising 
in any newspapers in their 
locality which will accept it 
In addition to this promotion, 
thousands of personal letters, 
blotters, novelties, calendars and 
all kinds of gadgets are bought 
and sent to prospective adver- 
tisers. When you see this promo- 
tion at work, then you can 
thoroughly understand why a 
newspaper like the Toronto Star 
will run not less than ten pages 
of classified advertising day, 
and sometimes as high as sixteen 
pages a day, and each page con- 
taining nine columns 
May I comment here that news- 
papers do not use theatre curtain 
or cinema screen advertising as 
such is not accepted by any good 
theatre or cinema. It is always 
strange to me that radio advertis- 
ing is resented here but theatre 
advertising is not Canadians 
resent theatre advertising 
While we are discussing the 
Toronto Star, \et us look at all 
Toronto papers. As you may 
know, Toronto is a most unusual 
city, as far as classified advertis- 
ing is concerned. Some facts 
about the three papers there are 


to their voices, poise, and ability 
to talk in a friendly fashion to 
complete strangers. 

On many calls, these girls will 
have brought a housewife from 
laundry, kitchen, or upstairs to 
answer the telephone. They must 
be prepared to deal with people 
who are somewhat annoyed at 
being disturbed. After a friendly 
greeting to the housewife, they 
then launch into their message 
Believe it or not, this method of 
selling is highly effective 

Remember, too, in Canada and 
generally so in the United States, 
advertising agencies do not 
handle classified advertising 
That situation accounts for high 
staffing of classified departments. 
| asked the Toronto Telegram to 
give me some information about 
their staff training methods. The 
advertisement manager reported 

“Staff training for all classi 
fied personnel starts with two 
or three days spent with our 
classified promotion man who 
introduces the newcomers to 
the Telegram, its background, 
and all the salient points they 
should know about the news 
paper they are going to sell, 
including the key personnel 

During this period they are 

also taught the broad principles 

of classified advertising, rates, 
censorship, sales approach, and 
types available 

“Following 
ing they are 


this basic train 
assigned to the 
division in which they will 
work. In the case of the out 
side salesmen, they spend one 
day with four or five salesmen 
on varied types of territory and 
naturally learn a great deal 
from them in listening and then 
handling the copy 

“Girls for the ‘phone room 
receive further instruction from 
one of the supervisors and for 
the first day or two listen in to 


(Nine months) 
Lincage 
8,200,000 134 80 
6,300,000 128 4§ 26 
3,800,000 78 43 12 


on 
Toronto Star 
Telegram 


Globe & Mail 


The great emphasis all papers 
place on telephone solicitations 1s 
noticeable. Naturally, girls can 
not be recruited for this work 
quite easily They are well 
chosen, great attention being paid 


Sufl 


Total Phone Outsick 


experienced solicitors and ad 
takers and gradually commenee 
taking voluntary ads When 
proficient, they are assigned to 
a classification and are under 


@ Continued on page 388 


Results 


the big meaning of SMALLS 


ich was on display 


at the conference 
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Elaine Burton makes ‘false claims 
which deceive’ charge 


The compulsory and descriptive 
labelling of goods is urged by 
Miss Elaine Burton, MP, in a 
new Labour Party pamphlet, 
“The Battle of the Consumer.” 

She also suggests the adoption of 
a new, though limited, utility 
scheme, the adoption of quality 
marks, a testing and rating 
agency, and the establishment 
of a consumers’ advisory ser- 
vice. 

Miss Burton writes : “People can 


be deceived—and the deception 
is often deliberate—by adver- 
tising blurbs which make 
entirely false claims about the 
quality and performance of 
goods.” 

She states that the increasing 
complexity of goods—the grow- 
ing use of new materials and 
processes—makes necessary far 
more information and advice 
than was required in the past 
and is forthcoming at present. 


Furniture, fashions, leather and 
hardware on show in London 


Four important exhibitions 
opened in London on Monday. 
They were the British Furniture 
Exhibition, the Second National 
Fashion Fair, the Leather Goods 
Industry Fair, and the Hardware 
Trades Fair 

The British Furniture Exhibi- 
tion, at Earls Court, closes next 
Thursday It is the sixth post- 
war annual exhibition organised 
by the industry itself. Although 
primarily a trade show, the 
public are invited all day this 
Saturday, and during the after- 
noons of the second week 

There are 285 manufacturers 
exhibiting, and the total space 
occupied by stands is 240,000 
square feet 

The Royal Festival Hall is the 
venue of the Second National 
Fashion Fair, organised by 

ashions and Fabrics, the 
National Trade Press Journal 
Thirty-nine fashion designers 
and textile manufacturers are 
exhibiting at the show, and two 
and three fashion parades are 
taking place each day. 


New advertisers 
for mammoth 
catalogue 


Space is to be made available 
in the catalogue of General 
Trade Clearings Ltd. to adver- 
tisers in the field of services to 
industry. 

The GTC catalogue, which has 
a circulatiog of over 350,000, 
claims to cover the entire indus 
trial field in this country, by 
mailing copies to concerns under 
some 495 trade, professional and 
institutional headings 

The catalogue, which is now 
in its 12th year, has up to now 
advertised only general merchan- 
dise in general use. Now such 
concerns as publications, air 
lines, travel agencies, national 
boards—coal, gas, railways, etc 

new towns wishing to attract 
industry, and insurance com 
panies will be able to advertise 

Seven issues af the catalogue 
are planned for this year, but it 
is hoped that publication in 1956 
will be on a monthly basis. 


Practically the whole of the 
Kensington Palace Hotel is being 
occupied by 150 specialists in the 
manufacture of leather products 
taking part in the third Leather 
Goods Industries Fair. The Fair, 
organised by Leathergoods, is the 
biggest ever held, and it is esti- 
mated that between £1} to £2 
million worth of business will be 
done during the Fair. 25 to 30 
per cent of this will be exports 

At the Horticultural Hal! the 
First Hardware Trade Fair is 
being held. More than 150 
exhibitors are showing their new 
lines in hardware and allied 
products. 

These three shows close to- 
morrow (Friday) 

The second British Toy Fair, 
orgamised by the British Toy 
Manufacturers’ Association, wil! 
ypen in Brighton, next Monday, 
for a week. The headquarters 
will be at the Corn Exchange 
There will be over 200 exhibitors, 
and some 30,000 invitations have 
been sent to buyers all over the 
world. 


Silk-screened in red, blue, white and 


pink, this new “Frood” showcard 
can be used either as an inset card 
in display cabinets, or for counter 
or window displays. It was designed 
by Kevin Lyons, of the Frood sales 
department, and the art work carried 
out by the Bayly/Souster Group 


Scots PROs meet 

Roger Wimbush, a past presi- 
dent and a Fellow of the Institute 
of Public Relations, will 
represent the Council of the 
Institute at the inaugural meeting 
of the Scottish Group of the IPR 
at the Carlton Hotel, Edinburgh, 
on Saturday. A dinner will 
follow the meeting Acting 
honorary Scottish secretary is 
Mark M. Watt, of Hawick 


DAILY MAIL 
a ee ¥ bee 


This poster is now appearing on 
tube and railway stations as part 
of a campaign for the “Daily Mail” 
Ideal Home exhi! m. It has been 


designed by S. F. Irwin, art director 
of S. H. Benson Lid. Double-crown 


and double al_~=lithographed 
posters in six yurs, hoardings, 
bus and trolleybus sides are being 


/ 
4sea 


WORKS TOUR 


A party of 55 Advertising 
Agency Production Association 
members visited the Photogravure 
section of Sun Printers Ltd. last 
week. A tour of the works took 
three hours, and problems from 
both sides were discussed 


On ad committee 


Outdoor rtising is now 
represented o: e Code of Stan- 
dards committee a oS. 
Edwards (W gs Ltd.) and 
J. M. Beable (A.A. Sites Ltd.) 
have been appointed to the com- 
mittee to represent the British 
Poster Advertising Association 
and the London Poster Advertis- 
ing Association respectively 
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‘Co-ordinate 
TV’ says 
survey 


Some 30 programme contrac- 
tors may be used when the ITA 
network is complete. This is 
envisaged in a survey on commer- 
cial TV prepared for the clients 
of Alfred Pemberton Ltd. by 
Ernest Borneman, director of the 
agency's TV and film division. 

The survey emphasises that the 
new medium will not replace any 
kind of advertising. “It is at its 
best when used in addition to, 
and in conjunction with, a co- 
ordinated campaign in all avail- 
able media,” it states. 

Referring to retailer tie-ups it 
comments: “It has been found in 
all countries where commercial 
TV exists that retailers pay 
greater attention to TV advertis- 
ing than to any other medium by 
which their wares are advertised.” 


Agency’s task 


Commenting on the importance 
of getting a product in a suitable 
time slot the survey adds: “If 
the advertiser waits till the full 
programme schedule is an- 
nounced, he may find all avail- 
able advertising time sold to com- 
petitors. 

“Under these circumstances, 
unprecedented in the history of 
advertising, it becomes the 
agency's task to act as an * intel- 
ligence service’ to obtain pre- 
release information on all enter- 
tainment programmes planned by 
the programme contractors.” 

It is essential, it states, that 
commercials should be entertain- 
ing. “Try to entertain and you 
will sell. Try to sell only, and 
you will build sales resistance,” 
the survey warns 

A rate of £500 per minute per 
station is envisaged by the survey 


Hultons plan more regional editions 


of ‘Picture Post, 


Hulton Press state that from 
the issue dated March § their new 
Lancashire edition of Picture Post 
will become a special Northern 
edition covering Lancashire, 
Yorkshire, Durham, Westmor- 
land and also Northern Ireland. 
land and also Northern Ireland 
From March 12 there will also 
be a Scottish edition. The two 
new editions will contain special 
features on Northern and Scot- 
tish Football Clubs, and local 
imterest articles 


The new editions will both be 
backed by an intensive publicity 
drive. Consumer leaflets will be 
distributed, together with ban- 
ners, showcards, double crown 
bills, and posters on stations. 
They will be advertised in main 
Northern and Scottish news- 


new radio show 


papers and football programmes 
Direct mail, window displays and 
other publicity and sales opera 
tions will be used 

The Picture Post Radio Luxem- 
bourg programme will be 
switched to Monday from next 
week. The new programme will 
in future be broadcast at 10 p.m 
and last for 30 minutes. It will 
be entitled “Hit Parade” and will 
present a round-up of the week’s 
most popular recordings by Jack 
Jackson 

In addition to publicising the 
contents of the following Wed- 
nesday’s issue. a competition 
tying in with the magazine will 
be run each week. Prizes to the 


weekly winners will be a radio set 
and an evening in the West End 
with their favourite personality 
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£250,000 ads 
for Lytle’s 


In the first seven weeks of 
this year C. J. Lytle (Advertis- 
ing) Ltd. have taken over 
seven new accounts with a 
total billing claimed to be 
over £250,000. The accounts 
are: Lewis Berger (Great 
Britain) Ltd., Emu Wools Ltd.. 
Commission de Propagande de 
Commitee de _ Liaison de 
L’ Agrumiculture Mediterra- 
neenne, Minimode (Children’s 
Wear) Ltd., Westminster Pro- 
vincial Newspapers Ltd.. 
Forte’s & Co. Ltd. and 
Laveys of Oxford Street. 


Lord Leverhulme 
is NABS trustee 


The Rt. Hon. the Viscount 
Leverhulme was appointed a 
trustee of NABS at an extra- 
ordinary general meeting of the 
Society at its offices last Friday. 
Lord Leverhulme’s family has 
had a long connection with NABS 
since its foundation in 1913, when 
one of the original vice-presidents 
was Sir Henry Lever. who subse- 
quently became the first Viscount 
Leverhulme 

He was also one of the original 
trustees of the Society, and later, 
in 1923, was its president. The 
connection was carried on by his 
son, the second Viscount, who 
was president of the Society from 
1939 to 1945. The son of the 
second Viscount, the present 
Lord Leverhulme, therefore main- 
tains the family connection. 

The trustees of the will of the 
first Viscount Leverhulme make 
annual contributions to the 
Society's funds. 
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Sir Kenneth gives 
a ‘situation report’ 


NO MISGIVINGS ABOUT 


INTERESTING’ 


‘INSTRUCTIVE, 
ADVERTISING 


“TY is a realistic medium which allows for demonstration 


of products. 


It can make advertising interesting, instructive 


and informative. The advertising features will be among the 
most interesting parts of the programme.” 

That was how Sir Kenneth Clark, chairman of the Indepen- 
dent Television Authority, summed up advertising’s prospects 
for commercial television when he gave “a situation report” 
on commercial TV as it is at the moment to the Manchester 


Publicity Association. 


In answer to one question, Sir 
Kenneth said that he had seen 
60 or 70 British advertising films 

and they had all been good 
(“they were selected for me”). 
He thought that visits to stores 
to see new products were very 
interesting, as “they will make 
people want to buy: they made 
me,” he said. 

“I am not at all nervous about 
this question of advertising, be- 
cause I think that TV opens the 
way to the very best that adver- 
tising can do.” 

He pointed out that the pro- 
gramme contractors had to have 
a great deal of money. He had 
been asked how much money 
would have to be put forward by 
contractors, and had suggested 
£3 million each. This might well 
be regarded as an understate- 
ment 

“All that money has to come 
from one source—from advertise- 
ments. How much money will be 
represented by advertisements ? 
It is a question on which there is 
great discrepancy of opinion. 
The amount of money spent on 
advertising is £230 million, and 


Contest entries ‘more than expected’ 


The first sign design competi- 


tion to be held in this country 
and sponsored by the Electrical 
Sign Manufacturers’ Association 
has been won by J. K. W. 
Hopwood. He will receive a 
cheque for £100. The second 
prize of £50 has been awarded 
to R. W. Pepper 

On the recommendation of the 
judges, one of the three consola- 
tion prizes of £25 has been made 
into a third prize, and increased 
to £35. The winner of this prize 
is Stanley Rickard, who is a 
student and therefore an amateur 

The remaining two consolation 
prizes of £25 each go to F. T 
Oliver and Peter Watkinson. The 
entry of J. M. Burford was com- 
mended by the judges. 

Altogether there was 92 entries 
for the competition, which was 
more than the organisers ex- 
pected for a new venture. The 
majority of entries came from 
professional designers, including 
a number from qualified archi- 
tects, but the amateur entries 


represented about 
the total 

The prizes will be awarded at 
a prizegiving luncheon to be held 
on Wednesday, March 9, at the 
Savoy Hotel. Chief guest will be 
Mr. William Deedes, MP, Parlia- 
mentary Secretary to the Ministry 
of Housing and Local Govern- 
ment 


Collins-Littler 
‘rumours ” 


An announcement that Norman 
Collins, head of Associated 
roadcasting Development Com- 
pany Ltd., is to team up with the 
Littler-Parnell commercial TV 
group, which has not been 
granted a contractor's licence by 
the ITA, is expected shortly 

Norman Collins would make 
no comment this week and a 
representative of Prince Littler 
said: “It is still just a rumour 
to us.” 


a quarter of 


this new medium might be 
expected to draw in something 
like ten per cent of that total. 
Other estimates have been made, 
but it is anybody's guess.” 

Other points Sir Kenneth made 
included 

Technical difficulties : “That is 
where our chief troubles lic. A 
fact that was not made quite 
clear to us in the early days was 
the great difference between 
Band Ill and Band I. When we 
got from the technicians the fact 
that there was a great difference. 
it then became clear we should 
have to make different plans 

“We have had so many set- 
backs and disappointments in the 
technical field that I don't want 
to make a fresh prognostication.” 

Regional interests: [he Lan- 
cashire station, he said, would be 
true Lancashire The pro- 
gramme contractors for the 
Station agree “I don't know 
when it will open, although | 
hope it will be in about a year's 
time,” he added 

News : “News is very important 
because in the end this is going 
to be an immensely influential 
medium. We are not authorised 
to control news, but it must be 
accurate and impartial. We felt 
it could not be given to a single 
programme contractor, nor did 
any single programme contractor 
wish to undertake it 

“In various debates it has been 
put forward by the Labour Party 
that as two of the programme 
contractors are connected with 
Tory newspapers the news would 
have a strong Conservative bias 
You will note that Aidan Craw- 
ley, an ex-Labour MP, has been 
appointed editor-in-chief.” 

The ITA’s progress: “We are 
trying to do in a year what the 
BBC has done in 15 years. We 
are trying to do it in the face of 
an immense monopoly which has 
taken up all the talent and tech- 
nical knowledge in the country 
We have to do it quickly 

“We have to trust that people 
will see our difficulties and be 
sympathetic with us. In the end 
the results will be worth waiting 
for. All I have seen of our four 
programme contractors leads me 
to believe you will get a first-class 
service.” 


two 
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Ronson accessory display 
unit 


The new 


Ronson to launch 
new range of 
home lighters 


Ronson are to advertise a new 
range of home lighters in the 45s 
price range. The advertising will 
be aimed at young people just 
setting up home, and will be 
used throughout the “wedding 
season.” 

This was announced at a press 
conference last week, when plans 
were outlined for the marketing 


Easter papers 


The Newspaper Society has 
issued a recommendation to its 
morning and evening newspaper 
members that there shall be no 
publication of provincial morning 
and evening newspapers in Eng- 
land and Wales on Good Friday, 
April 8, but that there shall be 
publication as usual on Saturday. 
April 9, and on Faster Monday, 
April 11. 


and advertising of the main 
Ronson products this year 
Agents for Ronson are Mather & 
Crowther Ltd 

The home lighter drive wil! 
start in March with large spaces 
in the national press, and sclected 
women’s magazines. A _ display 
piece will be available to selected 
outlets 

Ronson are advertising their 
electric dry shaver for the first 
time throughout the country 
When the shaver was introduced 
last year advertising was confined 
to the London area, using mainly 
the three London —- 
Ronson state that, accordingly, 
sales were much higher in London 

A new Ronson display piece 
for lighter accessories is to go to 
10.000 retailers placing an initial 
order of given amounts of 
Ronsonol, flints and service out 
fits. The display piece shows all 
these accessories on the same 
stand for the first time, and is 
designed to increase “impulse” 
sales. 


ae eee 
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G & G TV head 
joins RCN 


A. J. Hayward Costa, head of TV 
and public relations at Gordon & 
Gotch (Advertising) Ltd., is moving 
to Rumble, Crowther & Nicholas 

td. as TV manager. Before join- 
ing G & G he was for four years 
with Colman, Prentis & Varicy Ltd 
At RCN he will work in collabora 
tion with L. A. O'Farrell, TV direc 
tor, and the RCN creative unit 

7 * * 


Emslie L. Simpson has been 
ippointed advertising manager of 
Peter Robinson Ltd. He was pre- 
viously sales promotion manager of 
the Oxford Circus store 

* * - 

Currys Ltd. have announced the 
resignation from his post as sales 
manager of H. L. Shephard, duc to 
ill-health. He has been with Currys 
Lid. in an executive capacity since 
1937. He will continue as a mem 
ber of the staff, but has been 
granted extended sick leave 

* * * 

The Films of Scotland Committee 
has appointed as its director 
H. Forsyth Hardy, who has been 
released for the purpose by the 
Scottish Home Department. with 


Treasury consent, from his former 
position as semor information 
fficer at St. Andrew's House, Edin 
yur|en Aim of the committee 18 to 
promote Scotland in film and on 


clevision 


Gift from overseas 


Onc gain NABS has received 
1 subscription from Ken Wither- 
ington, who scttled down in Fiji 
many years ago He has never 
missed sending his subscription 
very Christmas to “his favourite 
harity 


- * * 

Clive E. Smettem, Picture Pos 
sdvertisement representative has 
oined Hatchwood Publications Lid 

idvertisement manager of 


ve ulern Farm Equipment 
* 


Bill Phillips, production manag: 
at Mather & Crowther Lid. and 
chairman of the Advertising Agency 
Production Association, has been 
presented with his fourth son 
(Andrew William Robert) 

* * . 

N, S. O. Mendis has been clected 
chairman of The Times of Ce 
group of newspapers in Colombo 
Ceylon 

* * 

Fellowships of the Institute of 
Public Relations hav ’ 
awarded to Sam Black, Alan ( = 
bellJohnson, R. A. Paget-Cooke, 
Trevor Powell, Norman Rogers and 
F. L. Stevens. 

* * * 

H. Berkeley Hollyer has been 
elected a fellow of the Incorporated 
Advertising Managers’ Association 
He is publicity officer of Torquay 
Corporation 

* 7 * 

Partos (Brassicres) Lid. (S. Loft 
man Ltd.) have announced th 
appointment of S. G. Gobey as sales 
manager 


a’gqtoup 


AK 
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F. J. Levens, managing director of 


Joshua B. Powers Ltd. entered 
hospital for observation on 
Tuesday 

* * * 


Scarborough Council has recom- 
mended the appointment of S. 
Fewster, the conference officer, as 
successor to S. Foord who is retir 
ing from the position as publicity 
manager Mr. Fewster will take 
over Mr. Foord’s work and, in 
addition, will continue with his own 
His assistant has yet to be 
appointed 

- * * 

Patrick Coldrick, assistant infor- 
mation officer of the S Informa 
tion Service in Dublin, is to marry 
Miss Maire Deegan in Dublin next 
month 

* * * 


A. R. Todd, advertising and pub 
licity manager of Affieck & Brown 
Lid., Manchester, has been awarded 
a fellowship of the Incorporated 
Advertising Managers’ Association 

* 

J. H. A. Cocks, managing direc 
tor of Gordon & Gotch Advertising 
Ltd., is leaving London next Tues 
day on a business trip to New 
York 

* * * 

H. John Way, publicity officer of 
the Cyclists’ Touring Club, is joint 
author (with William fF Stiles 
foreign travel manager of the same 
organisation) of France, second in 
a series of pocket guide-books pub 
lished by Nicholas Vane Ltd 


¢| {On agency board 


Miss M. T. MacKenzie-Smith has 
been appointed to the board of John 
Benington Lid She joined the 
agency in 1950 and became company 
secretary in 1953 

* * 

George W. Ashton has been 
appointed editor of the British 
edition of Popular Photography 

* + 

Sir Victor Raikes, MP, has 
accepted an invitation from the 
council of the Solus Outdoor Adver- 
using Association to be the chair- 


man of the Association’s Parlia 
mentary comn 
* * * 
Miss Marie Judge, press relations 
officer for Dublin Gate Theatre 


Productions, was irried on Tues- 
day to Brendan Burke, an actor 
with the Radio Eireann Repertory 
Co 


+ * * 

Alan Dixon, formerly head of 
the production uion at the public 
relations and publicity depart- 
ment at Euston, has been appointed 
assistant (public to the PR and 
publicity officer of British Railways 
(London Midla Region) He 
entered the ad department 
of the Southern Railway in August 


1927 

+. . 7 
H. L. Parsons, advertisement 
manager of Farmer ¢ Stor 


Breeder, was rec elected chair 
man of the Exhibitors’ Association 


Friday, February 18 

P PUBLICITY CLUB OF LEICESTER joint 
uncheon mecting with the Leicester 
branch, ISMA AB Stobo on 
Marketing and Advertising Bell 

Hotel, Leicester 12.30 p.m 

MANC HE*® in PUBLICITY ASSOCTATION 
adies’ evening Midland Hot 


MASTER SIGN MAKERS ASSOCIATION 


mnual dinner Park Lane Hote 
Londor 

PUBLICITY clus oF GLASGOW 
uncheon meeting Speaker S. W 
Deason Grosvenor Hotel 12.55 
o.m 


f 
PL ROC HASING OFFICERS ASSOCIATION 
(Birm ngham branch) ladies’ even 


Grand Hotel, Birmingham 
Saturday, February 19 
SCOTTISH IPR GROUP inaugural mect 
ne ind dinner Carlton Hote 
North Bridge, Edinburgh 
COVENTRY PUBLICITY ASSOCIATION ball 
Chesford Grange 
Moaday. February 21 
PUBLICITY CLUB OF LONDON celebrity 
spot Aldwych Club. 6 p.m 
ue NT ADVERTISING CLUB education 
sit No. 3 Coach trip to Ayles 
ury to see the Goss printing press 


RRISTOL AND WEST PUBLICITY CLUB 

meeting F. E. Tucker on ‘‘Mer- 
indis ne Carwardines, Baldwin 

Street. 6.30 p.m 

OFRKS AND BUCKS PUBLICITY ASSOCIA- 


Advertising Diary 


THON " Ww 
Desbrow M _ il 
Hotel, Sk m 

LIVERPO ‘ T PUBLICITY 
ASSOCIATION a adies’ night, 
Reece's Grill R Clayton Square 
Liverpool 

Tuesday, February 22 

REGENT ADVER S us lecture 


P. Mytton-Dav Screen Print- 


~* i ATIONS study 
session. Speaker Mischa Black on 


Talking ab f ms 
Wednesday, February 23 
' ' Ty “CHAM even- 
1% Meeting Be H 7.30 p.m 
REGENT ADVER Exhibi- 
ties f reat 
t 

Pa revision per 44 Belgrave 
Square SWw.l ¢ pm 


Thursday, February 24 


r ity 4 s t ne 
w D> a film on 
I History f aper Making.’ 
Great Nort} H Leeds 7 w 
SOCIETY OF TY? 11C DESIGNERS 
mecting. R. B. I jen on ““Type 
n Gravure & Printing 
Lecture Room. M pe Corpora 
tion, Fetter Lane, E.C 4 7 po 
iva lecture. G. W ige on ““Cam- 


oe planning 44 Belgrave Square, 


6. 
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F. C. Hooper eft) instals Hubert 
Oughton as new president of the 
Aldwych Club. 


Aldwych Club 
presidents 


ragged 


H. A. Oughton, chairman of 

’. S. Crawford, Ltd.. was in- 
stalled as president of the 
Aldwych Club last week 

F. C. Hooper, managing direc- 
tor of Schweppes, Ltd., the 
retiring president, who performed 
the ceremony, described his suc- 
cessor as a man “ pre-eminent in 
the advertising profession,” a 
vice-president and Fellow of the 
Institute of Practitioners in Ad- 
vertising, and a recipient of the 
Mackintosh Medal. 

Acknowledging the honour, 
Mr. Oughton recalled that his 
“late chief” had been a member 
of the Club and “did something 
for it.” 

F. Howard Potter (chairman) 
presided. 

In the usual Aldwych Club 
tradition, the installation was 
followed by a dinner at which 
the three officials were hilariously 
ragged by members 

(See Mainly Personal, page 426.) 


Obituary 
H. C. Guthrie 


H. C. Guthrie. a director of 
Parsons Fletcher & Co., Ltd., print 
ing ink manufacturers, has died at 
the age of 92. He joined the stalf 
of Parsons Fletcher in 1892, and 
was appointed to the board of 
directors in 1932 


EK. Parker 
Eric Parker, editor of The Field 
from 1930 until he retired in 1937 
has dicd aged 84. A poet, he 
originally joined the paper in 1910 


YVemorial service 


Among _ those present at a 
memorial service for the late 
William James Garnham, director 
of circulation for Argus Press Ltd 
held at the Church of St. Dunstan 
in-the-West, were F Lewis, A. H 
Mann and J. E. Morris (directors of 
Argus Press Ltd.); Edward Hulton 
and Mrs. Hulton 


nine influential newspaperts 


Kent 


naenriepee 
: E.W. PLA 


“LARGEST IN KENT 
oO ru er. Bee 


ACB. C. Weekly Net Sales 


118,585 
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. it was a very exciting costume for 
one thing. Not the one she saw advertised 
incidentally. But it was the advertisement 

in the ‘Pic’ that sent her along to buy it 
Ads. in the ‘Pic’ are always extraordinarily 
effective, as an investigation carried out 


by Jantzen Limited proved 


Selecting a number of suitable 
publications, they worked out the cost 
per reply to a number of keyed 


advertisements. Here are the results 


PUBLICATION cost per reply 


First 16/- 
Second____. 5/8 
yee 4/6 
Fourth. 3/3 
SUNDAY PICTORIAL 1/8 


No wonder more and more big advertisers 
are clamouring for space in the 


Sunday Pictoria! ' 


a 
She chose a Jantzen because... 
& 
2,2 | 
| 
| | 
| ~ 
U te 
Po em Z 4 
‘ ¥ s . 
ee 4 
7 i 
: 
% 
: 
=| 
are) 
. 
| 
« * 
a 
| | 
oat | 
ici is” 
ait. Se es oot ‘= 7 wes oa 3 at = | ; >a os * e 7 S r . 
‘one person in three reads the Sund : 
UTIL U Lim! JU tu u “~G 5 | | il 


ADVERTISER'S WEEKLY 


NIELSEN 


TV 


Statistics sought for BBC and 


new medium viewership 


A. C. Nielsen Co. are to undertake a random sample of 
60,000 homes to get statistics of the television audience for 


this country. 
the end of April. 


Interviews by 100 field workers will start at 


This is one of the first steps to be taken by the company to 
prepare for the Nielsen Television Index which will be made 
available here as soon as commercial transmissions begin 


Following the initial survey 
which is expected to cost the 
organisation some £75,000, aud: 
meters electrical equipment 
which records viewing time 
will be fitted on TV in 300 
homes 

These details were announced 
by Dr. Edward L. Lloyd, vice 
chairman and managing director 
of A. C. Nielsen Co., Ltd., at a 
press conference to introduce a 
144-page brochure by Arthur ¢ 
Nielsen, chairman of the organi 
tion, entitled Television Audi 
Research for Great Britain 

The brochure, claimed to be 
the most comprehensive array of 
useful [TV audience research 
information ever published,” ex 
plains in detail the audience 
function and why it 
xerts 4 most important influence 

1 the entire commercial tele- 
vision operation the Nielsen 
technique for audience research ; 
and the methods proposed for 
ipplying the Nielsen technique in 
thes Country 


Manufactured here 


Dr. Lioyd said that the audi 
meters would be manufactured in 
this country and that a licence 
had been granted by the Board of 
Trade to import essential com 
ponents from the United States 

Owners of TV sets approached 
with a view to having an audi 
meter installed in their 
would probably be offered free 
maintenance for their sets 

They were rather against the 
idea of making a set payment 
because from experience in the 
t nited States they had discovered 
that people felt they were under 
an obligation to watch more TY 
programmes than they normally 
would. 

An introduction to 


sets 


ence 


esearch 


receivers 


Television 


Audience Research for Great 
Britain” states that the Nielsen 
Research Organisation has de 


voted 18 years and invested ove: 
{4 million in the development of 
screntific techniques in the field of 
audience research Of its 2,000 
full-tume employees, over 400 are 
engaged in its audience research 
division 


Discussing the importance of 
audience research it states that it 
had been demonstrated clearly in 
the United States that commer 
cial television, when applied with 
skill, could produce highly profit 
able results in the advertising of 
a great many types of goods 

Equally clear, however, was th 
fact that television was unusually 
speculative in that there 
astounding variations in the re 
sults enjoved by 
tisers and agencies 
in the sale of any 
could range 


were 
various adver- 
Variations 
given product 
from as hieh as t 


fo one 

Ihere were special problems to 
be met in Great Britain The 
British TV advertiser would be 


unable to exert direct control over 
the. programmes; he would be 


‘Blab-offs’ out 


The much publicised “blab- 
off has already virtually dis- 
appeared from the American 
scene, George Campbell, field 
manager of Nielsen's radio and 
TV index in the United States, 
told the conference. There was 
“absolutely no demand™ for it. 


unable to create any direct “ tie 
in” between the programme and 


the commercial message . cover 
age would be limited for some 
years to come; and in the early 


years the advertisers and agencies 
would operate under certain 
handicaps arising from limita 
tions in their practical experience 
in the use of the new medium 

The practical difficulties in 
volved in audience research were 
ilso far greater than was appre 
ciated by most business 
tives 


execu 


It is claimed that the audimeter 
can reveal the total TV usage 
the market coverage, the audience 
duplication, variations in hold 
ing power, minute - by - minule 


audience and the viewership of 
spot announcements 

On the application of the 
Nielsen Television Index in this 


country it is stated that it will be 
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FOR 60,000 HOMES 
St. Bride’s Guild 


revival 
Col. the Hon. J. J. Astor 
Master of St. Bride's Guild, in 
stalled just over 50 new members 
at St. Bride’s on Tuesday evening 
The Guild has been in existence 
since the 14th century but has 
not been active for some time 
Endowments have been continu 
mg, however, and the fund has 
been handled by the rector and 

curate of St. Bride's. 


i type of audimeter used in America 


but not to be emploved here. Users 


are given two .> cent pieces when Now the old livery gowns are 
they receive a new film each fort- being revived, and the Guild is 
night. The British audimeter will use 


once more becoming active 


Publicity for 
better roads 


A new organisation called the 


65mm wax aper tape with a 


metal stylus scratching 


Coaieu 


impressions 
used in the London 
ind Mancheste TV 
ject to expansion whenever the 
ITA operations are extended to 
additional areas, and if and when 


Birmingham 
areas--sub 


the BBC should desire to have its Roads Campaign Council has 
audience measured in additional Seen formed to press for more 
areas and better roads. Discussions are 


taking place to consider the best 
means of publicising their views 
and it is understood that press 


Two-channel homes 
Audimeters will be installed in 


homes in which both ITA and advertising is one of the methods 
BBC telecasts can be received which may be adopted 

The brochure continues “How- A press conference is to be 
ever, we are prepared to augment _ held shortly 

this coverage idding homes 

which can receive BBC only—il ~ 

such service is desired either by Second Branded 


the BBC or other 
ITA progran 


advertisers and age 


such as the 
contractors, 


cies 


Week 


Goods 


How does a TV audience Kennards, of Croydon. who 
behave towards commercials? claimed to be the first UK store 
The brochure states: to promote a Branded Goods 

‘It is probably erroneous to Week have planned a second one 
assume that a high percentage of Starting on Monday 
listeners 1s materially annoyed Twenty-five manufacturers will 


be given solus window space in 
the main street arcades and “hot 
spot” locations for displays and 


by commercial announcements 
While there has been a great deal 
of conversation t this effect 


(even in the United States), audi- demonstrations. It is being pub 
meter records have shown clearly, _licised with a 14 page spread in 
over a period of |2 years, that the the Croydon Advertiser and 
number of families turning their Croydon Times series Other 
sets off or shifting to another special features include spon- 
Station at the time of the sored broadcast announcements 


over the store Tannoy system and 
a competition between buyers for 
the best sales compelling promo 
tion combination 


TV ads tested on Luxembourg 


Several advertise that good 


commercial announcement is 
negligible ; in fact it is so very 
small that it cannot ordinarily be 
measured.” 


sin this coun- claim pictures are 


try are considering taking airtime being received some 125 miles 
on the new Tele-Luxembourg from the transmitter It was 
transmissions < the Continent originally anticipated that the 
to “get the feel” of commercial range would be a radius of about 
TV as a preliminary to using the 70 to 80 miles 
ITA facilities, st Radio Lux Each evening for an hour ex 
embourg (London) Ltd * perimental transmissions take 
Preliminary reports on the re place. the programmes consisting 
ception of Tele-Luxemb g of cinema films A news-mag 
which opened on January 23 zine will be launched soon 


ABC. Figures 
Jan. to June 1954 


CAMBRIDGESHIRE TIMES GROUP 
66,63 


Copies 
Weekly 


Head Office: TIMES BUILDINGS, MARCH 


Tel. March 2368/9 
London Representctive : W H. WALMSLEY 
69 Pleet Street, E.C.4 
Northern Representetive ; ARNOLD ELLIS 
io Cremie-4 Mouse Mancbeste’ 4 


Tel. Central 9353 


Tel. Blackfriars 6987 


Ci || es - 
4 
ie r, 
,; x > ‘“ * 
fr; on = 
Pas YY + 
Fua™ ade ‘ ie . 
AC cee — ‘ ms 
Ake 
ee ar * a 
oP ‘ 5 ae 
ha 
Fi 
a3 Po 
‘ ee 
ee ee 
wy 
Bae: 
J a 
Be PO 
& Hila 
ie et 
iis 
“a po ———— 
i ey 
er: ai i ainda 
eis ee 
he 
i ‘ 
i a Pe PY 
aig ae 
. 
a ee 
\ 
ts 2 ee 
ae ee 
ee 
= 
a =e 
Bae 
‘® 7 
Eg 
eee 
ate ee 
w LLL LAL ttt 
fi. seinen seconde narataeiaainiadamraana 
cS eee 
Bt 
Aint 
oe 
me 
Aa 
i 
a | 
: LS 
Fs 
bre” 
' joa 
4 oe 


beorcary 17, 19 387 ADVERTISER'S WEEKLY 


x LLL LE upwards is the keynote of The 
Daily Telegraph circulation. Each and every 
month in 1954 showed an increase over the 
corresponding month of 1953. 


€ loacidirlly upwards is equally true of 
January this year, where the figure of 1,048,477 
shows an increase of 26,700 over the figure for 
January, 1954. 


X Comstltlly it has been proved that 
The Daily Telegraph 


iS THE PAPER PEOPLE TRUST 
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CLASSIFIEDS CONFERENCE —‘Encourage the small man’ 


How classifieds are promoted in America 
IMPROVEMENTS IN MAKE-UP: 


®@ Continued from page 381 
the wing of an experienced 
solicitor until they have com- 
plete knowledge and _  con- 
fidence. This procedure is also 
followed with front counter 
and adjusting personnel.” 
Telephone solicitations are 
developed to the nth degree in 
North America. There afe many 
papers in Great Britain using the 
telephone much more extensively 
now than they did years ago 
With the increasing installation 
of telephones this form of solici- 
tation should be given very 
definite consideration 
Of course, taking advertise- 
ments by telephone means the 
opening of charge accounts, and 
consistent we should also 
open charge accounts for adver- 


to be 


tisements taken over the counter 
or by branch offices. For many 
years great fear was expressed 
that charge account business 
would result in a heavy loss 

Ouite frankly this fear is 
groundless and newspapers who 
carry on an extensive charge 
account business are not very 
greatly concerned over non-pay- 
ment of certain accounts 


Telephone solicitations need 
not be confined to private adver- 

ng, but should be extended to 
small shops and any other com- 
mercial user of classified columns 
It is the practice of American 
papers who have large telephone 
staffs to put certain advertisers on 
ind call them every day 
very week as the advertiser 


iy desire 


schedule 


Encouragement 


Classified advertising should 
be means of making 
small shops into regular adver 


used as a 


tisers Most small merchants 
are deterred from advertising 
by the heavy cost of displa 
advertising, and they can be 
gradually built into users of 
display through first using 
regular classified advertising 


In starting to trace the adver- 
tising history of many of to- 
day's large firms, most of them 
started their advertising plans 
through the use of small clas 
sified advertisements. 
| have always felt that the more 
advertising accounts a newspaper 
has the more it is serving the 
general public. Too many of us 
place too much reliance for our 
income on the use of space by 
firms whom we call “standard 
advertisers.” Not only should we 
be after additional increases in 


ADVERTISER 
PROSPEROUS 


COVER 


GROWTH OF NEW 


space each year, but we should 
make sure that each year shows a 
gain in the number of firms using 
our columns, either display or 
classified 

There is one more important 
point which advertisement man- 
agers should consider They 
should not make their classified 
staff feel inferior to the display 
staff. Quite often I hear man- 


agers say that they train their 
display people in the classified 
department. 

Equal status 


If the classified staff feel that 
there is no real career for them in 
the classified department, they 
will never give their best services 
Advertisement managers should 
look upon their classified depart- 
ment as of equal importance to 
the display department, and they 
should train people for a per- 
manent career in classified adver- 
tising and not look upon the 
classified department as merely a 
step to more responsible posi 
tions. 

I do agree that a training in 
the classified department is 
excellent for a display man, but 
the classified department should 
not be continually robbed of 
good people merely to feed them 
into the bottom end of the dis- 
play department. 

That leads me to a remark con 
cerning the types of people to be 
used in the classified department 
I believe that both men and 
women can be used in it, but the 
records on the American conti 
nent show that American news 
papers employ far more women 
in handling and selling classified 
advertising than men 

Even in outside selling women 


are highly successful, but I do 
not believe we should employ 
them for this purpose if you 


merely choose them because you 
think they are less expensive 
Women on outside selling should 
be paid the equivalent of men 
for the simple reason that they 
are just as successful and in my 
experience much more successful! 
than men 

Everyone must have considered 
at times how to make his classi- 
fied pages more attractive. Of 
course, the first requirement of 
classified pages is that they be 
well classified and easy to 


sacl 
read 


North American papers do their 


CANNOCK 


@ dH 
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SECTIONS 


utmost to get people enticed into 
reading the classified pages. 
Some of them place 
comics on classified pages ; some 
of them start off the classified 
section with the Births, Marriages, 
and Deaths; most of them run 
the daily crossword puzzle on 
the classified pages; and some 
papers are now offering the use 
of additional colour in the classi- 
fied columns 
This may 
good thing 


strip 


or may not be a 
as anything which 


Land 


any one adver- 
is advertisement 


tends to make 
tiser feel that | 


is overshadowed by someone 
else is a bad thing. If your 
classified columns are exten- 
sive, then I believe the contents 
paragraph should be used 
showing where to find the 
various clas ations, and this 
is best dk by numbering 
the classific ns 
Years ag many papers 
achieved exc readership of 
their classific iges by the use 
of Persona umns in which 
advertisers inserted many unusual 
types of advertisements. A good 
Personal column is an attractive 
thing on a classified page. There 
are other attractive columns 
which are now being developed 
quite extensive in’ North 
America, and e are a Swaps 
column, a Baby-Sitters Exchange, 


and a Children’s column. There 
are many children—that is if we 
call 12 to 16 years of age children 


For young people 


[These young people are more 
and more getting interested in 
hobbies and particularly in the 
“Do It Yourself hobby. 

There may be a place in some 
papers for a column. which 
enables young people to buy low 
cost classified advertisements 


offering their work for sale or 
offering to exchange articles they 
have for ng else. All 
children are natural traders, and 
a column of this kind covers 


somett 


BREAK-DOWN OF CONTENTS 


Total : 46 columns 


nd 12 columns 

wor Cars - 11 columns 

s Opportunities ..... 14 columns 
yment Kaweee es 94 columns 
tock, Education, Radio and Services . 12 columns 


EDNESFORD 


ADVERTISER | 
MINING AND AGRICULTURAL AREA 


such items as stamp collections 
bicycles, wireless parts, Scout 
uniforms, and so on. I do not 
know of the successful use of a 
Children’s column yet, but it is 
receiving serious consideration by 
many newspapers 

A development which might be 
considered is the one taking place 
in a few large American news- 
papers, and that is sub-dividing 
the classified columns into smaller 
units. For instance, a New York 
paper takes classified advertising 
on several pages. It might 
have two columns of advertising 
relating to motor cars and sport- 
ing equipment on the sports page 
and it may have a column or two 


of advertising for women on the 
women’s page Such a plan, 
however, is getting away from the 
usual desire of newspapers to 
bulk all their advertising in one 
section so as to make it look 
prosperous. 

Some more facts on classified 
advertising in the North Ameri- 
can continent are: 

In Dayton, Ohio, the Daily 
News has estimated that the 
value of goods offered for sale 
in its classified columns in any 
one day amounts to $5,250,000. 
That makes us really believe that 
classified advertising ts important 
In Louisville, Kentucky, the daily 
newspaper there breaks down its 
total daily classified advertising 
of 46 columns as indicated in the 
table above. In America, as here, 
therefore, the classifications in 
order of importance are much the 
same 

There is one plan which we did 
inaugurate and that is selling 
certain types of classified by mail 
We started a household directory 
(quite true on a special and tem 
porary rate) and sold out ever) 
available space in three days 

It has now been renewed twice 

and each time at a higher rate 
I make no excuse for the special 
rate. When you are second paper 
you have no real weapons against 
the leading paper except flexi 
bility. good ideas, and a rate con 
cession The point is that 70 
firms returned our contracts by 
mail 
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MILLION CIKCULATION— several mil- 
lion readers—that’s a lot of heads. But advertising 
men have to do more than count heads—they have 
to penetrate them. 

To make friends for a product, and to influence 
people, is easiest if you can reach them when they 
are in a receptive mood. When they are reading, for 
example—not just glancing at pictures and head- 
lines. It is this, coupled with a million circulation, 
that makes The Reader’s Digest one of the great 
advertising media of Britain. For the Digest is a 
reader's paper. It is written to be read, bought to 
be read, and then passed on to others to be read. 
Digest readers really read—and they'll read your 
advertising, too. 

The Reader's Digest offers you an audience of 
men and women prepared to think about what you 
have to say to them. They are well above the 


ADVERTISER'S WEBKLY 


national average in spending power—and they are 
the kind of people who influence others. They like 
the magazine, and they trust it—and there are 
millions of them. Millions of heads—heads well 


worth counting. 


«CERTAINLY! 


| colour you want at only £25 exira per 
pure—£15 extra for half a page. And tull eoleer 
printing on The Reader's Digest's b. at-set rotary 
reas costs onty 20° more than biack & wihtte 


Gace ef only 10°, mere cost. 


NO WONDER THEY CALL IT 


The Reader's Digest 


A MAGAZINE FOR READERS WITH A GUARANTEED MILLION SALE 
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Another triumpl for 


Results from advertisements in TV MIRROR’s 


‘Holiday Programme’ section provide 


(i 


still further proof of exceptional pulling power 
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Success came Early 


1V MIRROR, from its inception, was aimed at 
the vast and ever-growing audience of tele- 
vision viewers. It is outstanding among 
mass-circulation weeklies. As an advertising 
medium it was at first inevitably an unknown 
quantity. But we were confident that in pro- 
viding a magazine for readers selected, by the 
very nature of their interest in television, 
from the country’s most prosperous families, 
we had created the means of communication 
with a new market. Events soon proved how 
fully our confidence was justified. 

From its earliest issues, TV MIRROR began to 
show its mettle. Mail order advertisements 
always a sure barometer of pulling power 
drew a remarkable response. A manufacturer 
of electrical accessories reported ‘very excel- 
lent results’. A publisher wrote that *. . . the 
orders received as a direct result of our ad- 
vertisement in TV MIRROR far surpassed those 


received from any other publication . . . and 


—and 
perhaps more important, able to buy an 


added *.. . your readers are responsive 


article which they want’. A world-famous 
bookshop said *. . . our half-page keyed ad- 
vertisement .. . has been a really spectacular 
success .. . no other advertisement has pulled 


so well’. 


Holiday Harvest 


Now comes this culminating evidence that 
lV MIRROR has established itself as a force in 
advertising. 

Incorporated in the January Ist issue was an 
eight-page “Holiday Programme’ section. 
Results from the advertisements in this sec- 
tion have been so impressive, and have so far 
exceeded the advertisers’ expectations, that 
they are worthy of record. Some of them are 
summarised opposite, together with brief ex- 
tracts from letters which have been received 
from holiday advertisers or their advertising 


agents. 
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id ersnsement. Austria Travel Agency Ltd 
Size: 4 page. Replies to date : 1,139 
Lam sure you will be glad to know that TV MIRROR ts producin, 
cellent results you are to be ¢ meratulated on having ¢ stablished 
your paper as a first-class medium for holiday and travel advertising” 


SELLS LIMITED 


idvertisement. The Workers Travel Association 
Size 5 page Replies to date 4,137 
‘ ! am pleased to inform you that our keyed advertisement ha 
ught in a total of 4,137 replies to date. You may make use of thi 
gure or the cost per reply of 4d.) as you wish” 


THE WORKERS TRAVEL ASSOCIATION LID 


i/vertisement. Continental Road Services 
Size } page Replies to date : 785 


This advertisement brought in some 785 replies to date and, 

vd, we are still ine them at a rate of r 6 per day, even 
nigh the issue in which we appeared is long su ut of dat In 
f the mparatively mall space empl ) d this wa particularly 


iuisfactory CONTINENTAL ROAD SERVICES LIMITED 
Advertisement. Leslie Ling’s Private Tours 

Size: | page. Replies to date: 655 

= the cost per reply of 1s.2d compar iron ly favourably 


Please arrange for a second insertion in the carliest possible issu 


SAWARD BAKER A CU. LIMITED 
i jvertisement. Wallace Arnold Tours 


Size. } page. Replies to date : 663 


moratulate you on th “ry fine result tained I hee 
] 


replies are still coming in” STUART HIRST LIMITED 
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fdernsement. Swiss Travel Service Ltd 


Size: | page. Replies to date: 1,200 


the result is really remarkable, and the chent is dehelted As 
know, 1 have, right from the begt ming, had greal « uhdence 


\ 


pulling power of; TV MIRROR, which we had alread) ‘iad wed viel 


another client of ours A further order is being sent to you 


MASON-PEACOCK LTD 


Adverusement. GAT. (Engiand) Ltd 
Size: \ page. Replies to date ; 596 


The result of owr advertising in TV Mirror has been very satis- 


factory, 596 enquiries having been received 


CAT ENGLAND) LTD 


Advertisement. Guernsey States 
Size: 4 page. Replies to date ; 288 


I now have pleasure in confirming h ry pleased we are with 


the way our advertisement pulled So far 288 enquiries have been 
received making the cost of nguiry less than Sd. which ts cheaper than 
any other media we are using” STATES OPPICE, GUERNSEY 
Advertisement. The Waytarers Travel Agency 
Size: 4 page. Replies to date: 259 

we have been delighted with the result of our advertisement 
repitcs are rill heing received | miparison with it ‘tm 


advertisement has brought us betier res fnan any other advertise- 
ment we hav pul out dur ny the present season 


THE WAYFARERS TRAVEL AGENCY LIMITED 


4 The lesson to be learned from these striking achieve- 
ments by this bright young publication is that what 
rV MIRROR can do for holidays, and has done for 
many other advertisers, it can do for any product or 
service for the home and family. TY MIRROR, in 
short, can SELL. If it has no place at present in your 
advertising schedule, now is the time to remedy the 
omission—TV MIRROR is going places, 


‘ 
TV mirror 
4d. wWeekty Page rate £150 
NET SALES July—December 1954 318,349 


A W BURNETT Advertisement Director 
THE AMALGAMATED PRESS LIMITED 
The Fleetway House - Farringdon Street, London, E.C.4 - Central 8080 
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COMMENT 


CLASSIFIED 
COMMONSENSE 


The attendance of more than 200 


delegates at the third annual 
Classified Advertising Con- 
ference, held in Birmingham on 
Tuesday, gave a clear indica- 
tion of the importance attached 
to “smalls” by publishers. 
representatives 
present from national dailies, 
Sundays, all kinds of provin- 
cial newspapers, periodicals, 
and the trade press. 


What began as a comparatively 


small affair sparked off by 
Midlands enthusiasts three 
years ago has grown into a 
major event in the advertising 
calendar. And there is every 
indication that it will increase 
in size and importance. 


There seems little to stop it 


becoming more than the one- 
day event it is at present. 
Though that would, of course, 
mean bigger organisational 
problems. 


Day of ideas 


The quality of contribution to 
this week's Conference was 
outspoken and outstanding. 
The speakers got down to brass 
tacks, with no platitudes. 

This was a day of ideas to boost 
the quantity and quality of 
classified advertising. 

There were organisational and 
promotional tips from America. 
But perhaps the outstanding 
contribution was that of 
Audrey Deans, who dealt with 
the relationship between adver- 
tising agency and newspaper. 


Frankly she listed complaints 


classified advertisers have 
against newspapers and made 
constructive suggestions to help 
smooth the agency - press 
operation. 


~ Boosting business 


The spirit of the gathering was 
such that those suggestions 
found practicable will un- 
doubtedly be in operation up 
and down the country soon. 


That is the way to run a con- 


ference. Frank speeches and 
intelligent discussions aimed at 
unearthing new ideas to boost 
business. And that is why the 
Classified Advertising Confer- 
ence will go from strength to 
strength 


The organisers are to be con- 


gratulated on a splendid contri- 
bution to the advancement of 


advertising and publishing. 


Talking Points 
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Will commercial TV start September 1? 
ITA answer is ‘YES’ 


ILL commercial _ tele- 
vision start in Britain on 
target date September | ? 


Will the ITA’s first station, 
at Croydon, be ready in time 
to begin transmission to the 
Greater London audience ? 


Those two questions summarise 
the whispers to be heard wher- 
ever the new medium is discussed 
now—and that’s almost every- 
where in the advertising world 


Two questions . .. and here are 


two answers. 


Ernest Borneman, director of 
the TV and film division of Alfred 
Pemberton Ltd., said this week 
that it is “impossible” for trans 
mission to begin on September |! 
He thinks the ITA will not be on 
the air until November 


He explained: “I know the 
equipment that has been ordered, 
and the delivery time lag. By 
simple mathematics I worked out 
that it will be impossible to start 
before the end of October, unless 
the Board of Trade grants the 
ITA special licences to import 
equipment. Of course, if I am 
proved wrong no one will be 
more delighted than 1...” 


The ITA think they will prove 
Mr. Borneman wrong Their 
spokesman said: 

“We have no equipment com 
ing from abroad. All our orders 
have been placed with Marconi 
who have promised us the equip- 
ment in time for a September | 
start. That is the day on which 
the London transmission will 
begin.” 


ARE YOU ALIVE?! 


TTVHERE are, no doubt, many 
ways of selling television 
receivers. But not many adver 
tisers have used copy like this 
A practice that has grown 
steadily with the advent of 
television, is for children to 
visit neighbours’ homes to view 
their favourite programmes. 
To do so they have, perhaps, 
to cross busy streets and expose 
themselves to the dangers of 
trafic. How much more satis- 
factory to keep your children 
in your own home with your 
own television receiver 
From 43 guineas (9s. 6d 
weekly) 
That is the sales talk of a 
Swansea dealer. His advertise 


ment heading read: “Are you 
alive to the dangerous possibili- 
ties of this situation?” 


PRICE CUTS 


HE Daily Express campaign 

to cut the legs from beneath 
“Mr Rising Price” has produced 
crops of quotes from retailers all 
over the country. One is worth 
repeating. 

“We are able to cut prices 
by forceful advertising, keen 
buying and taking a smaller 
profit The public get the 
benefit."—L. Gordon, director 
of a Brighton departmental 
store. 


ANCHESTER 
agents Herbert 
Ltd. tell this story 

mixed feelings 
“Some time ago a firm asked 
us to plan some advertising for a 
textile product which they were 
importing from a part of the 
Empire. This product already 
had a name under which it was 
being sold in other countries and 
they made it clear that they did 
not want any advice on this, 
which was already settled. We 
had doubts abx and asked 
our trade mark nts to check 
on it Their quiries were 


advertising 
Greaves 
probably with 


revealing—an almost identical 
name was being used by three or 
four different companies and our 
friends would almost certainly 
have found themselves involved 
in legal proceedings had they 
used the name. At best they 
would have had to stop using it 

. . and very likely would have 
had to pay damages. Thus if 
they had plunged straight into 
advertising, they would have run 
into trouble . . . and their adver 
tising expenditure would have 
been completely wasted anyway 
when they had to change the 
name of the product.” 

The agency told the firm the 
facts, for which they were “very 
surprised, but grateful too.” This 
so affected their plan, however 
that in the end they never did any 
advertising at all. 

Greaves’ philosophical com 
ment: “However, better no 
advertising than wasted adver 
tising.” 


EXPLOSIVE 


UOTE from Nielsen's 7 ele 
vision Audience Research for 
Great Britain: 

“The advertiser who goes 
into TV without taking advan- 
tage of relevant information 
and techniqae may be likened 
to a child with a loaded 
revolver. He is likely to get 
explosive results, but not neces- 
sarily of the kind he en- 
visioned.”— Horace Schwerin 


TO-MORROW’S TOPICS 


® Figures to be published shortly 
are expected to show that total 
expendiure on press display 
advertising was £12 million up 
on 1954's record figure of 
£59,673,245. 


@ Indications are that if the sell 
ing price of ewspapers is 
increased the national Sundays 
will be the first to be affected 
There are strong rumours that 
the price of Sundays will be 
faised from 24d 3d. before 
the year is out 


@ A leading maker of electric dry- 
shavers is to advertise a “free 
trial, no strings attached” offer 
for the product. 


@Some of the biggest cigarette 
manufacturers are planning 
direct supplies to more factory 
canteens which they hope to 
develop as major retail outlets 


@ Further research into the size 
and nature of the _ poster 


audience has been conducted 
by Mills & Rockleys Ltd. and 
the findings are to be published 
soon. 


@ A heavy campaign for branded 
men’s wear will be launched 
shortly. 


@® When campaigns for Englist 
and Empire cheeses develop 
they will be strongly chal 
lenged by imported varieties 
including new-to-Britain varie 
ties from America 


@ Many more new periodicals are 
on the stocks for publishing by 
the big houses. An announce- 
ment is expected from Iliffe’s 
soon. 


@A well-known figure in the 
Conservative Party is strongly 
tipped for editorship of the 
political weekly planned by 
Hulton 


ROUND TABLE 


A VALUABLE TIP TO ADVERTISING AGENCIES........ 
You get maximum commission through 


ALBERT MILHADO &@ CO LTD. 


140 CROMWELL ROAD 


LONDON, B8.ws 


MILHADO’S 


THE EXPERTS ON FOREIGN ADVERTISING 


Telephone: FREMANTLE 6592/3 
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Nothing is more important for the future of advertising than 
an adequate training system for young men and women 


who wish to enter the profession. 


This article suggests— 


FEBRUARY 17, 1955 


How a square deal can be given to 
students in advertising 


T the moment there is 

some liaison taking place 
between the Institute of Practi- 
tioners in Advertising and the 
Advertising Association which 
has produced several worth- 
while schemes, such as the 
acceptance by each of the 
other's final examination as 
exemption from the _ inter- 
mediate examination. 

This is definitely a step in the 
right direction, although it is one 
which is long overdue. Besides 
this type of co-operation to the 
student's benefit (Note he siill 
has to pass a final examination 
for one or other), all that comes 
forth is encouragement and 
exhortation but little practical 
heip 

It is the latter which is needed 

In the first place, | would sug- 
gest that it is well within the 
interests of the Incorporated Sales 
Managers’ Association (which has 
market research and advertising 


papers in their final examinations 

the former failing many en- 
trants each year), the IPA, and 
the AA to get together on this 
subject a lot more closely than 
at present. Another committee 
seems unavoidable: a combined 
study group composed of one 
committee member, one _ staff 
member and one student member 
of each of the three bodies, with 
an educationist as the chairman 
charged with the responsibility of 
working out schemes for com 
bined (and hence much less waste 
ful) work on courses, syllabuses 
and student activities. 

I can do no more in this 
article but touch on that facet of 
the problem. 

At the moment there is said to 
be a shortage of suitable lecturers 
If this was really true, then the 
whole profession would be in a 
sorry state indeed. No! The 
real question should be: “Is there 
a shortage of incentives to lec 
ture?” An eminent contemporary 
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HEAD OFFICE, 


Sell to the industrious people of 
Wales through their national daily 


WESTERN MAIL 


CARDIFF, 
ADVERTISEMENT MANAGER, R. H. HARRISON 


LONDON OFFICE, KEMSLEY HOUSE, W.C.! 
MANAGER : GEORGE j. STUDD. 


TEL. 33022 


Tel. TERminus 1234 


has said that the carrot is a more 
effective incentive than the stick. 
Since many knowledgeable men 
say that they really have no time 
to lecture due to their committee 
and other activities, it appears 
necessary to strike a balance be- 
tween paid lecturing and unpaid 
committee and other work. If the 
former can be made as or more 


By A SPECIAL 
CORRESPONDENT 


attractive than the latter, then 
some of these able men will be 
persuaded to put their knowledge 
it the disposal of students 

If this results in less committee 
men being available, would it be 
a bad thing? The best committee 
is said to consist of one man! 

The scheme provides for a 
system of proficient lecturers ; 
but, of course, copy chiefs and 
others are at liberty to think of 
other names The requirements 
for a P-L are not always obvious. 
It goes without saying that he 
must have experience and know- 
ledge of his subject; but even 
more important he must have the 
ability to put it over. 

The job of sing proficiency 
is relatively so simple, in 
fact, that the wonder is that it has 
not been tackled before). Each 
lecturer who wishes to qualify as 
“proficient” should provide the 
combined study group with a 
summary of his experience and 
qualifications n a form, of 
course ') and ild be granted 
a short interview with the group 
in order for them to assess his 
general manner and appearance 
Then during the first 12 months 
after his application to be rated 
proficient has been received, a 
member of the group should 
attend one of his lectures with- 
out warning and remain long 
enough to assess his ability 

All this will undoubtedly be 
criticised as an awful lot of 
effort. But remember we are 
trying to see that students get 
fair and effective tuition over 
the long rather than the short 
term. 

Now for the effects and the 
benefits 

It is suggested that approval 
as a proficient lecturer should 
carry a token payment of (say) 
15 gns. per session in addition to 
any other fees which he may be 
paid by the college employing 
him. This money could be paid 
out of a joint fund set up for 
the purpose and financed in part 


by student and other examina- 
tion fees. This payment would 
solve the monetary incentive 
problem and do much to abolish 
the feeling prevalent among 
students and lecturers that all the 
professional bodies care about 
education is the collection of 
fees. 

The names of the proficient 
lecturers should be published in 
the trade press with the names of 
the colleges at which they teach 
and therefore a certain profes- 
sional cachet would attach to the 
appointment. Students would 
then be able to select the 
courses which they wish to 
attend with the certainty that 
they would have a good lecturer 
and would thus get value for the 
time and money spent. 

Attendances and registrations 
at those colleges appointing pro- 
ficient lecturers would rise, hesi- 
tant students would be encour- 
aged to take or complete courses 
and after a few years an increas- 
ing pool of potential proficient 
lecturers would be formed from 
the greater numbers of students 
correctly prepared and well able 
to pass the examinations at a 
higher overall standard. 

As yet, this scheme is simply 
a brain child. The need is to 
get it discussed, amended if 
necessary, and approved. It is 
not too late to do something 
before the next session starts 
in September. Simply let some- 
one call a conference of com- 
mittee men, students and lec- 
turers to see what can be done 
by all to help now. 

The future of advertising lies 
in the hands of its students. If 
they are not to be given all the 
help and guidance possible then 
the future is black My plea, 
therefore, is addressed to all the 
individual members of the three 
associations mainly concerned, to 
do three things 

@To seek every means of 
ensuring that the best men are 
encouraged to teach students 

@ To ensure that the student 
is given the feeling that his 
studies are of prime import 
ance by help before and during 
them. 

@To provide encourage- 
ment and help to those who 
give up not a little spare time 
to help the students and swell 
the ranks with able men 
worthy of their hire 
If these three things are 

acted upon, the answer to the 
question “Are students given a 
square deal?” will be a resound- 
ing YES 


PC“: | TY 
qi ss 
ae 
; 

4 

= 

i 
maa ee 4 ft ~~. (ie or Pal 
ai i\ bis Seal i; Ae 4 | 
oa 1) ” ZB os ‘I Ard 
» = SRS Be 
; . Io es oe |) ee 
a Se ZOD yee | 
a 5 el a ZL, If CLE ee ay p 
We ) Le Wy \— sh yy 2t2 
@ i, 1 ee ME eS 
ae ee spn rea hd yy ap Ep 
Be ef ee A / jh 

” pRe Fw | dy, Yj 
aoe Scmnereetogs ~~ AM AD) Te, Se 
ai er Te ya a 
oe > ‘Oe mee if 
Aas 
oe 
oe 
Ee 8 

ee 

Vase: 
+ a 
= & SOUTH WALES NEWS 

sy ee 
oh; 


, 1955 


ADVERTISER'S WEEKLY 


A sample 
with gales backing 
is a winner ! 


I, YOUR PRODUCT is suitable, the surest way 
to increase sales is by sampling. We can state 
quite categorically that the increase in sales 
obtained by this method far exceeds those 
arising from any other form of advertising. It is 
easy to understand why sampling is so successful. 
Advertising usually takes the form of trying to 
persuade people to try your product once and, 
if they like it, to continue buying it. Giving them 
a sample to try is a direct and simple way of 
doing this. 


We have many clients who sample their pro- 
ducts. In every case they report very substantial 
increases in sales. 


The formula for successful sampling is simple: 

1. The product must be good. 

2. The size of the sample must be adequate. 

3. The area in which sampling occurs must 
possess a reasonable percentage of retail 
distribution. 

. It is advisable that the advertiser's sales force 
make a sales drive on the area before sampling 
takes place. 

The distribution of samples can be carried out 
quite cheaply by our nationwide distribution 
service in any town of the country. Small 
samples are delivered through the letterbox; 
large samples can be handed over to house- 
holders personally. 


If you are interested in sampling, consult 


Circular Distributors Limited 


GLENISLAND, MAIDENHEAD, BERKSHIRE. PHONE: MAIDENHEAD 1120 


FesRUARY |7 395 ee 
ee 


ADVERTISER'S WEEKLY 


The spread of self service retailing continues 
and gathers pace daily, but are advertising 


men fully aware 


The retail revolution 


is 


ELF service has been called 
“ the retailing revolution ” 
and last month John Ryan, 
vice-chairman of the Metal 
Box Company, opened the final 
session of the Packaging Con- 
vention held at Olympia, with 
these words: “Among the most 
outstanding developments in 
the field of packaging is self 
service. Perhaps it is the most 
important development.” 

The question is whether adver- 
tising men are fully aware of the 
pace and trend of developments. 

The remark made by Mr. Ryan 


iS Significant because it typihes 


the recent spread of self service 
awareness to those other all-im- 
portant links in the chain of dis- 
t jtion—the manufacturer of 

sumer goods, the package de- 
signer and the maker of packag- 
ing materials. Some few organi 


sations—among them Mr. Ryan's 
own company and the suppliers 


of shop fittings and equipment- 

have long recognised and encour- 
aged the trend, although they and 
the pioneer retailers have been 


campaigning against heavy odds. 

Now that they have succeeded 
in putting self service on the map, 
they have only to wait while the 
demands made by the new system 
are assimilated by those to whom 
self service is a new conception. 


ee 


Even stationery has been made a 
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now on 


By BRIAN MOORE, 
editor, Self Service 


It is safe to say that during 
the next five years the adher- 
ents of the movement will find 
they are working ever more 
arable land. 

Excluding false starts, it was 
London Co-operative Society 
who opened Britain's first semi- 
self service food shop. That was 
in 1943 and was a move designed 
to overcome war time staff short- 
ages. This trial proved so satis 
factory that in 1947 the LCS and 
other co-operative societies began 
the serious development of self 
service methods. Since then the 
numerical progress made has 
been as follows: 

No. of shops 

200 


1948 

1949 400 
1950 700 
1951 900 
1952 1,200 
1953 1,500 
1954 2,000 
1955 (Feb.) 2,300 


Two reasons for the develop- 
ment transcend all others: 
@ Turnover is increased in 
proportion to overheads 
@ Customers can be handled 
more speedily. 
Other (usually subsidiary) rea- 
sons for which some retailers 


vailable for self service retailine 


This scene from a Glasgow newsagent’s store points the way to the 


adaptation of other “difficult” lines for this “help yourself’ form of 
selli 


ng. 


“ tom 


prefer self service include the 
more hygienic conditions obtain- 
able, the modern appearance of 
the store and the pride in being 
“first in the neighbourhood.” 

Despite these benefits, the 
advance of the movement has not 
been meteoric, for it has taken 
eight years to account for an 
integral figure of two per cent of 
the total number of British food 
shops. This rather slow spread 
has been due to rationing, build- 
ing restrictions, the heavy initial 
outlay for conversion, fears 
about pilferage, doubts about 
customer acceptance—any or all 
of these, sandwiched between 
good old British conservatism and 
the need to break new ground 
at every step. 


No greater pilferage 


Building licences and rationing 
are barriers no more. Pilferage 
has been proved roughly the 
same as with counter service. The 
personal element, it has been 
shown, need not be reduced. That 
leaves the conservative attitude, 
of which all one need say is that 
the British public, who are the 
final arbiter, are far more recep- 
tive to good ideas than many 
retailers believe. 

In the forefront of the move- 
ment are the large self service 
Stores (now coming to be called 
“supermarkets,” although in the 
United States they would be 
classified as “superettes”), the 
development of which is limited 
by the shortage of suitable large 
sites, the small number of cars 
per head of population as com- 
pared with the US and the com- 
parative rarity of domestic 
refrigerators. These large stores 
sell all types of food including 
greengrocery produce and 
butcher’s meat, plus non-food 
lines such as toilet goods, 
stationery, kitchen hardware, 
sometimes toys, perhaps, in the 
near future, even pre-packed 
nylons and other garments 

Examples are the branches of 
Express Supermarkets, and the 
stores of Whiteley’s in Bavswater, 
and John Gardner in Sutton, 
Surrey. On a smaller and more 
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A special display of their pro- 
ducts was recently organised by 
Kraft Foods Ltd., in the Express 
store at Uxbridge. The theme 
was “Selling by the boat-load,” 
and “Help yourself” counters 
took the form of boats. 


concentrated scale, a _ similar 
expansion of the range of goods 
sold is taking place in some of the 
small self service shops as the 
pre-packaging of meat, green- 
grocery produce and non-food 
items grows. 
Figures already quoted concern 
food shops only. 
ere is, however, an increas- 
ing use of self service and self- 
selection methods among de- 
partmental store operators, 
drapers, illiners, stati s, 
ironmongers and others. Boots 
the chemists have for some 
years operated a self service 
shop in Edgware. The HMV 
store in Oxford Street, London, 
has a self selection record de- 
partment and a_ provincial 
record shop has _ recently 
adopted a similar method. 
@ Continued on page 398 


In-store advertising is urgently 
demanded by self service tech 
niques Clothes-line” posters 
shelf “flags,” and powerful dis- 


plays can all play their part. 
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“ Music, when soft voices die, 
vibrates in the memory”. These 
words of Shelley’s could scarcely 
apply more aptly to the role of music 
in television commercials. 
Supposing, for example, that you 
(an advertising agent) have produced 
a commercial for your client. The 
video is excellent — crisp, enter- 
taining, effective, and featuring the 
pack in such a way as to defy any- 
one’s forgetting it. But alas! the 
housewife you are trying to attract 
has left her chair and is now in the 
kitchen making tea. She can hear the 
commentator, and, certainly, if his 
script and his voice are good she may 
very well remember your message 
If you are using music as a dramatic 
background it can increase the im- 
pact of your message. If you are 
using a signature-tune it will, if it 
is really catchy, immeasurably in- 
crease the memorability of your 
message. “‘ Music, when soft voices 
die, vibrates in the memory ”’ — yes, 
if the music is good enough: apt 
enough, catchy enough, right for 
the product, right for the market. 
We at T.V. Advertising Ltd. are 
powerfully aware of the tremendous 
part music can play in selling on the 
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.vibrates in 
the memory’ 


television screen. We have been 
fortunate in obtaining the exclu- 
sive services of Stanley Black, 
perhaps Britain’s leading com- 
poser and conductor of light 
music. He was conductor of the BBC 
Dance Orchestra for nine years. He 
has been Musical Director of many of 
the greatest BBC shows. He wrote 
signature tunes and incidental music 
for The Goon Show, The Carroll 
Levis Show, and many others. He 
has recorded every variety of light 
music, including the Latin American 
variety in which he is such a noted 
expert. He has composed and con- 
ducted music for more than 30 
films, including Laughter in Para- 
dise, Top Secret, OneWild Oat, and 
Happy Ever After. Moreover, he has 
unrivalled contacts with musicians 
of every kind. 

With qualifications like these, 
Mr. Black can give us — and there- 
fore you—a uniquely full and 
flexible musical service. And this is 
just one example of all the ways we 
are equipped to produce effective 
commercials for you. There are 
others — many others. If you are 
interested in any of them, get in 
touch with us. 


T. V. ADVERTISING LTD. 


1 Old Burlington Street, London, W.1. REGent 0936 


DIRECTORS 


L. S. Hargreaves (Chairman) 
M. Danischewsky (Planning and Production) 
R. W. Dickenson (Administration and Sales) 
S. E. Linnit 
(Alternate Jack Dunfee) 
C. F. Maples, F.C.A. 
S. F. Passmore 
The Earl of Warwick and Brooke 
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READS WHAT IN CANADA? 


Many a British firm selling its 
merchandise in the rich ‘Canadian 
market is successful largely because its 
sales organization learned early this 


fundamental of 
in ¢ 


selling economically 


anada ° 


¢ Four out of every five Canadian 


retailers, business, and profes- 
sional men, including the key 
men in industry, regularly receive 
one or more trade, business or 


profe ssional papers. 


e And 95% of these men read their 
business and professional papers 
carefully. 


Audited circulations and independent 
quantitative reader surveys are proof* 


From the 105 papers in the Business 
Newspapers Association, we'll help you 
select the small group which, at lowest 
and virtually no waste, will reach 
the exact segment of the Canadian market 
you seck to interest. 


cost 


When you decide to come to Canada 
to sell An airmail letter 
today will bring you all the information 
you need about coming to Canada the 
right way—with B.N.A. publications. 


come to stay! 


*Research Bulletin 1954 
available on request 


BUSINESS NEWSPAPERS ASSOCIATION 


«137 WELLINGTON an W., TORONTO, CANADA 
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THE RETAIL REVOLUTION—continued 


In America the variety stores 
(the transatlantic name for the 
type of store owned by Wool- 
worth’s or Marks & Spencer) are 
mainly self service. There is 
every prospect that inthis 
country counter service will 
merge into self selection and 
then, after centralisation of the 
cash-taking procedure, will in 
many stores become self service. 

After all, anything capable of 
being sold in pre-packed form 
can be self serviced—and that 
covers all one’s everyday needs 
as well as quite a few occasional 
purchases. 

Let us now return to the food 
store and consider for a moment 
how sales are achieved through 
the medium of self service—but 
bearing in mind that any remarks 
we make should apply equally to 
the non-food self service stores 
of the future 


Requirements of pack 


Without analysing in detail the 
demands made on the package 
design, we must say this of the 
self service pack. It must: 

@ Take its place in a display. 
® Catch attention. 

@ Ring a bell. 

@ Tell its own sales story. 

@ Tell the cashier its price. 

Assuming that we have a pack 
that fulfils all these requirements, 
we can either stack it, dump it or 
mass-display it. In the past, self 
service traders have displayed 
their wares almost exclusively on 
the shelves, but the excellent re- 
sults achieved with dump dis- 
plays are now coming to be 
appreciated. Extenders, which 
thrust selected lines under the 
shopper's nose, are also used. 

Mass displays can be built on 
the platform ends of gondolas, on 
special tables or pedestals, on the 
floor or anywhere else available 
The manufacturer has little 
opportunity for point-of-sale 
advertising in the store as a whole, 
for there is no room on the 
shelves for showcards (display 
outers are a possible exception 
to this). The mass display, how- 
ever, offers the advertiser his one 
chance to get that much-desired 
in-store publicity 


Telling the tale 
There is, or should be, room on 


a mass display for a card or 
poster. The material should be 
novel, should tell its tale at a 


glance and should be so designed 
as not to interfere with the self 
service process. But the adver- 
tiser should make his material 
explicitly for self service and 
should not expect it to become a 
permanent feature of the self 
service shop. It can be used only 
in conjunction with a special dis- 


play, and after the display is 
changed its life is ended. 
For that reason, the most 


economical and effective point-of- 
sale material is probably that 
which can be moved about. 
Special promotions, like local 
retail advertising, are an impor- 
tant part of self service selling 
which have not yet found their 


feet in the British food retailing 
industry. In America there are 
“Picnic Week,” “Dairy Week,” 
“Baby Week” and many other 
occasions for special promo- 
tions, but in this coantry the 
food trade still has nothing 
resembling our own “National 
Sewing Week.” That is some- 
thing the advertisers and manu- 
facturers could usefully devote 
their time to organising. They 
would find the retailers, par- 
ticularly those with self ser- 
vice stores—most co-operative. 
Store promotions need not be 
on a national scale. The retailer 
could, if he so wished, think up 
quite a few for himself. It must 
however, be admitted that, with 
a few notable exceptions, self 
service retailers are not yet mak- 
ing full use of their manifold 
opportunities for increasing sales. 
Who would presume to blame 
them? The impact of the new 
system has been so enormous and 
its effects so far reaching that the 
progressive retailer's time and 
energy have been fully taken up 
in adjusting himself to the essen- 
tials. Every aspect of his business 


Basic reasons for 
self service 


Two reasons above all 
others account for the rise in 
self service retailing. Firstly, 
the turnover goes up in pro- 
portion to overhead costs. 
Secondly, customers can be 
handled more speedily. 


has had to be reviewed, analysed 
and altered. 

He has had little time so far 
to consider the more advanced 
factors such as local and in-store 
advertising, special displays and 
promotions and related-item dis- 
plays. These must come eventu- 
ally but they are not very evident 
as yet. Advertising men should 
surely find occasions to speed the 
development. 

When one has once mastered 
the rudiments of a subject, there 
is some danger of getting into a 
groove and making no further 
progress. To help combat this 
danger—to which, as islanders, 
we are particularly prone, Self 
Service is organising an exchange 
of ideas on an international scale 
A coach tour has been arranged 


(May 8-22) which will take 
British retailers and manufac- 
turers to more than 30 self 


service stores jn five countries. 
The route will pass through Bel- 
gium, Luxembourg, Switzerland, 
Germany and the Netherlands. 
Among the stores to be visited 
are those of the famous Migros 
organisation in Basle and Zurich, 
branches of Schade & Fullgrabe 
in the Ruhr and many very fine 
Dutch stores operated by the or- 
ganisations of Albert Heijn, de 
Gruyter and Simon de Wit 

The hope is that this tour will 
help to make British self service 
stores even better and livelier— 
especially in the field of general 
advertising. 
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To Newspaper Proprietors, Advertising Agents, etc. 


Urgently zwanted 


OLD FOUNDERS TYPE 
ELECTROS -:- STEREOS 
ZINCOS -: BRASS RULE 
HALF TONE COPPER 
LINO, STEREO & MONOTYPE 
DROSSES -: collected by our 


transport 


PROMPT CASH SETTLEMENTS 


Personal attention assures satisfaction 


HARRISON’S 


Scrap Metals 


Smelters and Reftners to the Prinung and Allied Trades for well over 50 years 


E. J. HARRISON LTD. 


Foundry - Mill Green Road 


Telephone: 2231-1881-4054 


Mitcham 
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Complete Control of all 


Advertising and Printing 


Records by a 
Single Simple System 


A simple system has recently been devised to control 
the entire production of printing jobs and single or 
series advertisements, including records of insertions 
and any other information of a special nature. For 
Mail Order and.similar advertising, where a complete 
record of cost per insertion, cost per reply, cost per 
sale and a multitude of other data must be main- 


tained, the system is invaluable. 


Briefly, it visually signals 


(1) Reminders of copy dates and Press dates for 


insertions—so they just cannot be overlooked. 


(2) The progress of each stage, i.e., Layout, 


Artwork, Copy, Production, etc. 


(3) The progress of special jobs like leaflets, 
special advertisements, blocks, drawings and 


anything out of the normal run. 


The basis of the system is a compact, narrow card 
holding all the details you need to know. It has 
a visible edge for quick reference and upon which 
you can progress every stage by coloured signals, 
thereby providing a fool-proof basis for efficient 
planning of work. 


If you would like to learn more of this simple system, 
just jot “ Advertising Records ” on your letterhead 


and post to us. No obligation. Full details will be 


sent by return. 


(Sammon Sysems 


VISIBLY BETTER RECORDS 


The Shannon Ltd. 845, Shannon Corner, New Malden, Surrey 
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THE MEDIA DEPARTMENT—3 


Readership surveys need 


to be used with care 


By H. A. B. LEE, 
space buyer, Rumble, Crowther & Nicholas, Ltd. 


iv is a useful exercise for any- 
one engaged in media selec- 
tion to consider on what 
principles he bases his choice. 
The sources of information are 
common to all; promotion 
matter issued by media owners, 
readership surveys, circulation 
figures, directories of advertis- 
ing media, lists of cinemas, 
transport advertising, facilities 
and so on—but it is the use to 
which these are put and the 
assessment of their relative 
value that influence the final 
decision. 


This article is an attempt to 
analyse the part that readership 
surveys can play in the prepara- 
tion of press campaigns, with a 
warning as to what they cannot 
do. I believe that to use them 
intelligently it is imperative to 
realise that they do not provide 
an infallible short cut to perfec- 
tion in media selection, and that 
in the hands of those who think 
they do, they are a _ positive 
menace. 


Let us first consider some of 
the surveys that are available to 
us. 


Superiority of journal 


Some are sponsored quite un- 
ashamedly by publishers to 
demonstrate the superiority of 
their own journal or journals over 
their competitors, and one 
wonders sometimes how many 
surveys undertaken never see the 
light of day because they prove 
the exact opposite 

The first of the national surveys 
in the field was Hulton, which has 
been published several times since 
the war, and which I was sorry 
to see described in a contemporary 
some time ago as the “Space 
buyer’s bible.” It is nothing of 
the sort. If it must be given a 
religious description, let it be 
called a “Collect for use on 
special occasions,” because quite 
frankly it is not the whole answer 
to our problems. It is to the 
credit of the publishers that in 
their foreword they draw atten- 
tion to the limitations of the 
survey. 

As I see it, the purpose of the 
survey is twofold, and the two 
reasons are not solely for the 
public weal or that the work in- 
volved in issuing it will help to 
keep down the unemployment 
figures. 


Its intention is to ensure 
that mass circulation papers 


are kept well before the adver- 

tising profession, and _ that 

periodicals are considered at 
the same time as newspapers. 

In these matters lies its strength 

and its weakness. 

For national campaigns with 
big appropriations, there is much 
excellent guidance to be obtained 
from a study of the tables, but 
no amount of the latter can 
possibly be a substitute for the 
knowledge and experience that is 
built up over a period of years 
by space buyers. There are so 
many campaigns, however, which 
manifestly cannot afford to use 
mass media, and here this per- 
sonal knowledge, supplemented 
by such information as is made 
available by the publishers of 
the journals concerned, must be 
used in judging their merits. 


The late arrival 


A later arrival on the scene is 
the survey published last July by 
the Institute of Practitioners in 
Advertising, and it is sponsored 
jointly by publishers and repre- 
sentatives of the advertiser. It 
has been critically examined in 
articles in the trade press in 
recent months, and I will not 
attempt to go over the ground 
again, except to say that it is 
based on a different sampling 
technique from Hulton (random 
as against quota), and on differ- 
ent methods of defining reader- 
ship and of aided recall. 

Kemsley Newspapers, too, 
have issued a survey on the 
North West of England, the first 
of a series dealing with their pro- 
vincial areas, and they are to be 
congratulated on their enterprise. 


Meaning of readership 


They have admittedly, and I 
think, realistically, placed a more 
limited construction on the word 
readership (it is regrettable that 
there is no universally accepted 
meaning of the term) and direct 
comparisons between surveys are 
rendered difficult if not impos- 
sible when glancing at a headline 
and reading something on at least 
two pages qualify equally. 

Another drawback is the equal 
emphasis given to the value of 
every reader, whereas, the more 
remote from the actual purchases 
of the publication the reader 
becomes, the more casually he or 
she flips through the pages. The 
dentists’ and doctors’ waiting 
room brigade, which. let it be 
stressed, rank equally in 
readership figures, are probably 


@ Continued on page 402 
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READERSHIP SURVEYS—continued 


the most numerous in this 
category, and a casual flipper will 
tend to pay even less attention to 
the advertising than to the 


put YOUR SALES 


One of the most extraordinary 
figures (obtained by deduction) is 
the 97.000 “working class men’ 


sale of a publication, rather than 
to its assessed readership figure, 
will supply much helpful back- 
ground information to assist 
media selection. 
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: readers of Vogue, and I wonder The duplication figures given 
: editorial matter. Such is human how remote these are from the in the JPA Survey, and those on 
: nature. actual publishers, and what (if 4 more limited scale in Kemsley, 
A disadvantage of some any) value can be placed upon are also most instructive, though 
surveys (the IPA’s is a notable their inclusion in the total in itself duplication is not neces- 
excep.ion) is that the percent- readership sarily a drawback. After all, if 
ages are expressed as propor- Having thus drawn attention t we decide on number one journal 
c tions of the population (or its some of the drawbacks of the to be used, we may logically say 
i appropriate sub-section) in- readership surveys, 1 want to sug- that the second best is the one 
stead of as a proportion of the gest ways in which they may be which most closely adheres to the 
os journal’s total readership. used judiciously. same readership pattern. In order 
That I am not alone in this I have already said that they to make repeated approaches to 
4 view is shown by the fact that are very helpful in big national the desired audience in these days 
a number of advertising campaigns, though this is not to of space shortage, when adequate 
agencies have thought it worth- say that a pseudo-scientific system frequency is not available in one 
while to rework some of the of calculation by which the paper, it is surely sensible to use 
figures in this way. information is sorted by formula its most comparable equivalent 
Moreover the figures in the from punched cards is to be ‘father than one with as little 
table are not related to cost, and recommended. I do think the duplication as possible. This display, which shows «a 
it is quite possible to plan a cam- geographical breakdowns are very It is a curious reflection on the range of watches and tells « 
paign for “The best car in the informative. /t is a pity that the) inconsistency of our scientific story, is a blaze of green and 
world” using some of the mass cannot be divided into smaller approach to advertising problems gold which has become a land- 
iS circulation Sunday papers rather areas—the South Eastern area that there is no independent body, mark in Corporation Street, Bir- 
y than those with smaller selective going as far as Dorset in the West on the lines of the ABC, for mingham. The adventures of 
circulations, based solely on their and Norfolk in the North is issuing readership surveys. Rolex watches are told in the 
readership in Class A of the popu- = rather unwieldy—though I realise Is it too much to suggest that frame at the back of the window 
ition | appreciate, of course, that the tables might well become there is room for such an and the stories are changed every 
that there is no standard basis on too voluminous organisation? few days. The one shown here 
ch cost can be calculated, in Similarly, the breakdown The nearest resemblance so far tells of a Rolex watch which was 
ew of the differing sizes of between male and female reader- is the IPA, in that while it exists dropped from an aeroplane and 
7” us publications ship, and between the various age to serve advertising agents and was still going when picked up 
; These surveys, even when they and socio-economic groups, and has no vested interest in publish- Se 
‘ cover the same ground, produce the analysis of specialised sections ing, it has nevertheless produced finance it, to have an independent 
( som curiously inconsistent of the public, smokers and beauty a survey sponsored by both sides body controlling these statistics, 
4 esults, not all of which are due conscious women, for example It would surely be to the advan- although there would always be 
+ to the different techniques to are not available elsewhere. and tage of the whole profession those who with whatever motives 
which I have already referred. if related by percentage tothe net which would obviously have to 


would not support the idea 


WS aaa novelty for your next campaign 
MESSAGE ON EXCITING APPEALING 


Rees a ee - Soi sal 


Ariel , Electrolux 
F ADVERTISING BALLOONS = : Ex . : 


Something brand-new frona Ariel! It’s a won- ee Oi ae ae 
derful novelty balloon that every child will 
7 want to carry .... and it's designed to give 
you better advertising value than ever before. 


‘® 


In addition, Ariel Pennants give you all the 
well-known Ariel advantages ... 
colours, long-lasting quality. . 


Here's why the Ariel Pennant is an even more 
dss effective medium for your sales message :— 


brilliant 
plus the 
double impact of getting your message across 
both in the home and at the point of sale 


balloon on 
a stick! 


The balloon is held on a stick, so that it is 
always rigid, always upright, always easy 


- to read your sales message. A stick is sup- There has never been an advertising novelty 

- plied free with every Ariel Pennant. And the _ like Ariel Pennants. They'll get instant atten- Sa 

ee eyelets that hold the stick are part of the tion from everyone who sees them. Send for ey Qs 
Et * balloon itself . . no need for string samples and prices right away 


LEWIS KNIGHT & CO., 8 CHINGFORD MOUNT ROAD, LONDON, E.4. Telephone: Larkswood 2241/2 J ee 
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Stuarts do good advertising; 
we invite any advertising manager 


to come and see how we work 


Telephone Mayfair 9255 


STUART ADVERTISING AGENCY LTD 37 PARK STREET LONDON W: 


among our clients: 


and ask for the Managing Director ( 


d 


ARMY 4 NAVY STORES, COUNCIL OF INDUSTRIAL DESIGN, COURTAULDS, 
LONDON ELECTRICITY BOARD, PYREX, ROYAL FESTIVAL HALL, SIMPLEX AND CREDA 


ee 
ee 
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« 
e 
e 
ra Use the free advertising sites right in the shop 
doorways. Redfern Advertising Rubber Mats 
* are point-of-sale reminders that are 
a always on display because they are 
& welcomed by retailers as part of the 
shop furnishings. Colourful, permanent 
& and hardwearing, these mats can incorporate 
7 any trade name, mark or slogan 
in a wide variety of colours. 
e They have been used by experienced advertisers 
* for a quarter of a century — 
* put them to work in your retail outlets! 
ao 
s 
% 
& 
® 
* 
a 
* 
e 


REDFERN 


==" ADVERTISING 
mvs RUBBER MATS 


DOOR MATS - FLOOR MATS . COIN MATS 
DARTS MATS - BOWLS MATS 


* Write for illustrated folder with details of 


this permanent point-of-sale advertising medium 


It gives examples in full colour of Rubber Adver- 
tising Mats used by some of the most famous 
Nationa! advertisers in the country 
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Print Review 


A brilliant brochure that 


promotes the company 


AM sorry not to have been 

able to praise a brilliant 
brochure from the Austin 
Motor Corporation Ltd. at the 
time it was published, back in 
the autumn. It is one of those 
products of pure genius that 
every print planner ought to 
know about. Lots of big and 
expensive promotion pieces are 
printed each year, but few 
achieve the perfection of com- 
plete integrity. Such distinc- 
tion is usually only won by 
allowing a competent planner 
a free hand. I would imagine 
that one chef prepared this dish 
for an understanding and 
sympathetic print gourmet 

The title of the piece is GSS 
into “Cambridge,” and it des- 
cribes the evolution of a new car 
having the type symbol GSS into 
the new Austin Cambridge. Here 
are the ingredients of this pro- 
motion piece of the year: 

Format : Horizontal 14} 
inches by 11 inches. Overlapping 
cover. 24 pp. with watermarked 
translucent end papers. Art 
paper. 

Cover: Grey linen lined with 
crimson board Mouf of com- 
passes and slide rule with title 
printed white and black. Finished 
with red cord tie 

Type : Perpetua italic for head- 
ings. Perpetua for text, lined up 
on left and free ranging on right. 

Page style: One large colour 
photograph to each page with 


By BRIAN HILTON 


about 50 words of text. No stan- 
dard margins. Unity is imparted 
to the pages by the squared up 
pictures, the arrangement of the 
type panels, and by the use of a 
two point rule between heading 
and text, though on some pages 
the rule is vertical and on others 
horizontal. 

Printer: Wills and Hepworth 
Ltd., of Leicester. 


Basically quite simple 


As a piece of print this book is 
superb and as a piece of company 
promotion it is equally brilliant. 
Although magnificent in appear- 
ance, the book is really quite 
simple ; it delivers its story with- 
out strain and without self-praise 
The photographs of the designer 
at work in the drawing office, of 
the making of quarter size and 
full size models from clay, and of 
prototypes of steel are fascinating 
The pictures are _ technically 
interesting because the colour 
balance and “temperature” of 
each photograph is the same—a 
standard of even quality not easy 
to attain under different cond: 
tions of subject, setting and 
lighting 


I suggest to advertising man- 
ager S. A. C. Haynes that he 
sends copies of this book to all 
the publicity clubs, schools of 
commercial art, and schools 
of printing throughout the 
country. It will cost his com- 
pany more copies than it will 


@ Continued on page 406 


= 
> ~ 


This is one of the illustrations contained in the brilliant brochure 
from the Austin Motor Corporation. In the opinion of Brian Hilton 
Le a Redfern’s Rubber Works Ltd - ~wational Advertisers’ Division copies of the book should be sent to all the publicity clubs in the 
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AVID ALLENS 


fJisPLay product in colour on posters and drive home 


your message. In the rich industrial areas of Scotland, 
North East and North West England, North Wales, North- 
ern Ireland and Eire, posters on David Allen Sites are 


clinching sales of every type of product. Strategically sited 


between places of work and residential areas, David Allen 


sites command public attention and complete the campaign 


with repetition in colour 


DAVED ALLELE WM S$ _ pavid Alien & Sons Lid, 7, Buckingham Palace Gardens, London, 8.W.1. 


ertii Telephone: SLOane 0711. Telegrams: Advancement Sowest London. 


Area Offices in Giasgow, Edinburgh, Newcastle upon Tyne, Liverpool, Belfast, Dublin 
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.- it will soon be 
Springtime 


Soon the winter 
advertisements will 
give place to those 
of brighter days. 


Awaken the public 
interest QUICKLY 
with your Spring 
advertising cam- 
paign in County 
Durham. 


Sunderland 


Echo 
Northern 


Daily Mail 


W. HARTLEPOOL 


Billingham Stockton 
Express 


Look ahead 
and Book ahead 


LONDON OFFICE : 


Further particulars from : 
85 Fleet St., E.C.4. Telephone CENtral 2845 


Express 
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PRINT REVIEW continued 


like to afford, but the casting of 
bread upon the waters is, by 
and large, a profitable gesture. 


* * * 


I WONDER why a chapter of the 
book Bowaters Build Mill in 
Tennessee has a headline set in 
Perpetua Bold, a sub-head in 
Times italics, a drop initial in 
Garamond and the text in Bas- 
kerville? Surely a _ policy of 
pleasing all tastes does not have 
to go as far as that? 

This expensive 48 page book 
measuring 12 by nine inches con- 
tains some fine photos in colour 
and in monochrome. It also has 
some excellently planned double 
page spreads. But the standard 
of des'gn and typography is by 
no means uniform throughout. 
The 12 pt. Baskerville used for 
the text, set to 19 ems and leaded, 
prints and colours well on the 
coated paper. It makes a pleasant 
change from the’ ubiquitous 
Times (or its cousin Plantin) 


hd * * 


I HAVE long been interested in 
the print policy of the General 
Electric Company—or rather 
in the absence of any group 
policy at all. Some of the 
booklets they produce are excel- 
lent and modern, others ugly and 
archaic. 

This is the result, I suppose, 
of departmentalising the publi- 
city of the various companies 
and units in the group. For ex- 
amp!e, three important booklets 


One of the attractive illustrations 

which appear in the _ folder 

recently issued by the Hotpoint 
company. 


In full colour it shows a man 
fighting his way through a bliz- 
zard into the gateway of a 
warmly-lighted house. The tran- 
sition from this to a bed that is 
warm all over is easy 


* * * 


REFERRING TO my recent com 
ments on the printing of Bembo 


| a ~ lie before me. One reflects pres- pal = -y — gine — 
mf tige on the company, one is po gy wh nace Perit an f aang 
ce 2, quite creditable, but the third "Oe ee ee 
Z starts of with a @me cover cm S me a series of leaflets in 
f . . which he has done just that. But 
i 7. ————__ een Bs then goes to pieces with per- 
: _— — ie aed “ \ ooide re i P é he did it so that he could use the 
‘4 ust cote KE N a | fectly hideous headlines and a Beasbo italics for headlines be 
* ‘mares mare % : treatment of pictures and back- - that — a = ae seal 
7 SUSSEX om | V ground panels that carries me a in "aa Ae A sail 
Zz back to the 20's. ; >paaaae 
Would it not pay the G.E.C Most of the text is in Roman, 
to establish a standard? but some is in italics. If I were 
a 


The 


Largest Circulation 
in the Area 


154,523 ase 


* * * 


SOMETIMES IT really is better 
to sell the steak than the sizzle. 
As an example | have a folder 
advertising the Hotpoint electric 
bed warmer. Four of the six 
pages are devoted to selling the 
advantages of a bed warmer. But 
is this necessary? Surely every- 
body fee's the advantages of a 
warm bed! Here is no new idea 
to sell—it’s as old as the copper 
bedwarmer. 

The two peaks of sales resist- 
ance to electric bed warmers are 
fear of electricity in the bed. and 
price The outstanding advan- 
tages of electric bedwarmers of 
the pad or blanket type are that 
they provide a large area of 
warmth, the temperature is con- 
trolled at the right degree of 


Mr. Davis I should reverse the 
order and set most of the copy 
in italics with subsidiary items in 
Roman, but only when he can (as 
he usually does) use plenty of 
leading. 

* * * 


GILL SANs, seldom used nowa- 
days for narrative text, comes 
up fresh and bright in a booklet 
produced by Stotts of Oldham, 
manufacturers of tea - making 
equipment This booklet de- 
scribes the making of tea under 
varying conditions in office, fac- 
tory and restaurant, and since 10 
million cups are made every day 
with Stott equipment, it can be 
considered authoritative. 

* * * 


THERE'S another brilliant book 


am 


from Moss Bros., entitled (not 


/ . 
Flat rate 57’6 per s/ h 
a e er ) C inc warmth, and because most types very imaginatively) All Roads 


ELEVEN OF ENGLAND'S INFLUENTIAL can be left in bed they in- Lead to Moss Bros It is an 
“4 WEEKLY NEWSPAPERS volve no more trouble than entrancingly witty guide to the 


7 switching them on. It seems to sights of London. 

mm 6=6s SOUTH =COAST GROUP 2-0 2cise.s oon Se Soe 
vag print about electric blankets is to collect all the Moss Bros.’ 
r simply to explain why a given books: they are a superb guide 


Lennox House, Norfolk Street, London, W.C.2., TEMple Bar 659! (3 lines) "ake Is the best buy to what the Englishman likes to 
joint: Monogers: C. CASSY & S.H. ROBERTS 


3 
Po | 


Full marks to Hotpoint. how- think is the English way of life. 
We shall not see their like again. 


ever, for a fine dramatic cover. 
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[moog Gg AA08 


* The\ Chairman's certainly keen 


n Namsoc Clarks, isn’t he?” 


. always been pleased with the 
way they handle the business of the parent 
company. And they re experienced in handling 
new products. For instance . . 


Samson Clark Advertising 


provides a complete agency 


service which inspires confi- 


dence because it has all the 
. approve of his idea of going easy at 

first until we know where we stand. They're 

against extravagant spending, but at the same This is the result of a deliberate 

time they won't let you spoil the... 


facilities under one roof 


policy based on almost 60 years 
of experience in handling all 
types of advertising account 
including some of the largest 
in their particular field. 

Every necessary facility has 
been built up within the 
7, | > > r . 
immediate reach of those who 
... hates airy-fairy nonsense. He knows 


that Samson Clarks will give us the modern ,' ; need to use it, It is maintained 
idiom, but there'll be some sound common exclusively to serve the 
sense and practical business experience 
behind it. They keep both feet on... company’s clients. This means 
that there is no delay or loss of 
contact in the evolution and 
production stages of a campaign 
and the client’s affairs are 
handled confidentially from 


Start to finish. 


SAMSON CLARK ADVERTISING 


INCORPORATED PRACTITIONERS IN i DVERTISING 


57-61 MORTIMER STREET LONDON, W.,1 TELEPHONE MUSEUM 54050 
City Office: 39 KING STREET, CHEAPSIDE, LONDON, E.C.2 TELEPHONE: MONARCH 1233 
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has arrive 


“WHAT IS SHE?’ There you have a question to which 
several hundred thousand young women, with the 

light of discovery in their eyes, will give you 

an immediate answer. 

SHE, they will tell you, is the most exciting 

magazine that has happened for years. 

It isn’t difficult to predict that their enthusiasm 

will soon be shared by those advertisers who 


have taken space in early issues, 


F. H. AYRE, Advertisement Manager, suk, 21 Ebury Street, London S.W.1. SLOane 7221 


SHE! iS PUBLISHED BY THE NATIONAL MAGAZINE COMPANY LIMITED 


Publishers of : Good Housekeeping + Harper's Bazaar + Vanity Fair 


House Beautiful + She - The Connoisseur - The Good Housekeeping Books 


Proprietors of: The Good Housekeeping Institute 
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ADVERTISING () 46 CHARLOTTE ST. 
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ISPLAY Lid Ss" 


POSTERS « WINDOW DISPLAYS 


¢ - 


Reckitt s. Colman of Norwich 
VeQuee an imaginative artist-Jesiqner 

to help their print works and advertising 
department produce packages and display 
material . 

This is a rare opportunity fran artest 
whe appreculcs pirsonal liaison at wiry 
stage in the production of Visit SMANG 

‘a Aids - from printing to markets 
. Norwich is one of the loveliest cities 
in England and is erceplamaly we 

Wed with stimulating associations 
of artists which help make work and 
leisure eqiuilly satisfipeng. 

Amy combination of tatents wit be 
considertd, but yd lettering is important 
Write, in confidence, to” 
ve The Fount See ; 

Reckutt and porns FO 
Canow Works , Norwich. 
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Commercial Television 


The case for the ‘live’ 


advertising 


programme 


By THOMAS REID BURNETT, 
independent public relati It 


for P. 


HERE is no doubt about 

it, commercial television is 
the big advertising mystery of 
this year. Getting the spon- 
sor’s message to the public's 
fireside is the problem. Behind 
closed doors account execu- 
tives and television experts 
investigate and struggle with 
the methods. 

In a _ helpful article Alan 
Mandell, of TY Commercials 
Ltd., published in ADVERTISER'S 
WEEKLY (November 11, page 384), 
indicated that these executives are 
devoting this time to the thousand 
and one technicalities of the film 
industry. But are they thinking 
along the right lines as regards 
“live” commercials? It is no 
doubt true. as Mr. Mandell does 
well to point out, that “the human 
error factor, the smallest mistake, 
may mar a whole show.” 

But does that not also apply to 
film? 


Indication of faith 


The very few errors that occur 
in the theatre indicate the rarity 
of this problem. Such an error 
might indeed prove to be an indi- 
cator showing how much faith 
the advertisers have in the show 
and the product being advertised. 
For this reason agency executives, 


on. behalf of their sponsors, 
should thoroughly explore the 
merits of “live” commercials at 


least as much as they do those of 
“film.” 

One must, of course, agree that 
every possible means to keep 
production costs down to a mini- 
mum should also be investigated 
with an understanding of the tele- 
vision medium and the obvious 
vast potentialities 

But do we understand that 
item known as “audience”? 

Time alone will provide their 

reaction and response. They 

are the big question mark in 
this mystery game of commer- 
cials for television. 

Are we ready to put all our 
commercials on film? 

Do we really know what the 
British public will swallow, or 
accept, or respond to, when it is 
delivered by their very firesides? 

Have we taken into account the 
time element as related to these 
fireside visits? 

Will the host feel the same way 
and think the same way at the 
end of 13 weeks as he does after 
our first visit? 


& O. Steam Navigation Co. 


The study of the methods in 
Operation overseas may provide 
us with time-saving and cost 
lowering principles upon which to 
base a production system here 
Yet it does not necessarily follow 
that the methods that have been 
accepted elsewhere will be found 
suitable here. 

Tke mechanical esses 
may be most adaptable but will 
the final product (the actual 
commercial) be automatically 
and unconditionally accepted 
by the British viewing public ? 
The fact is that film only 

proves economical when 13 or 
26 weeks of commercials are pro- 
duced at one time. And once a 
film is in the “can” it is all over 
“Live actors,” on the other hand, 
are much more adaptable and 
willing to change. An error in 
the first week in the “live” per- 
mits a change in personality, lay- 


out, costume, setting, coiffure, 
script, cameraman, or voice with 
little expense and sometimes 


enormous results. 
how different 
filmed version. 

Filmed television commercials 
should not be likened economi- 
cally to advertising films. That is 
an important point. No filmed 
sales job can be compared to the 
use of a “live” salesman, and that 
is the basis of the case for “live” 
commercials. 


Closing the door 


The only argument against 
“live” commercials appears to be 
that a mistake may be made 
which can be avoided by filming 
in advance. This argument 
would appear to close the door 
of every theatre in the British 
Isles: “We won't go to the 
theatre to-night because someone 
might make a mistake—better go 
to a film.” 

Do you hear that sort of ex 
planation put forward in your 
household? 

The very fact that it is 
“live” is the theatre's main ap- 
peal. Similarly from the adver- 
tising point of view it is the 
“live” actor’s ability to work 
the gadget or exhibit appre- 
ciation on the spot which will 
appeal to the viewer. They see 
the actor drinking the soup or 
washing his hands Now not 
over 20 takes—and don't think 
that the audience is unaware 
of those 20 takes, in no time at 
@ Continued on page 4!! 
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COMMERCIAL TELEVISION—continued 


all I think they will be able to 

spot the filmed commercials. 

Weekly “live” commercials 1 
‘all done at once” filmed com- 
mercials—precisely here is an 
opportunity to bring into adver 
tising a medium that has never 
been properly exploited or even 
properly explored: “Live” adver- 
tusing—the inspired word aided 
by the living picture. The human 
quality of warmth and under- 
standing can enter the commercial 
only through familiarity, personal 
growth and interest. Each week 
the needs, desires and opinions of 
the viewing audience can be 
utilised to improve the quality of 
this type of advertising. Your 
visual salesman, because of the 
time element and the public con- 
tact. will be able to get to know 
his customers and product better, 
thus making his sales chat more 
effective and productive. He will 
co-ordinate the product, his 
customers, and his own person- 
ality 


Adjusting the content 


The advertiser and the advertis- 
ing agency for their part will be 
able to adjust the content of the 
commercial to the sponsored pro- 
gramme so that they appear to 
belong to each other rather than 
coming from completely different 
shops. Moreover, this would 
enable the commercials always to 
be timely. 

As to cost, the most effective 
commercials in my view are 
carried through on one set with 
one good cameraman and a really 
first rate salesman-actor; and 
some of the most effective 
American commercials have been 
produced in an area no larger 
than that of most advertising 
executive's offices. 

Further, it is important the 
television technical staff, along 


ENJOoy A 


DOUBLE 
DIAMOND 


= ropay 


with those in the agency, 
should be enabled to grow and 
develop with their commercials 
rather than merely having to 
produce according to pre- 
conceived data and instruction 
given by some other film pro- 
ducer. 


Personality for impact 


Then there is the problem of 
“personalities.” The United States 
has discovered that when a “per- 
sonality” is used the commercial 
has more impact and effect when 
it is “live.” Imagine “Ask 
Pickles” on film? A product may 
develop its own “personality” and 
this may well take the public's 
fancy. By his or her growth in 
popularity the popularity of pro- 
duct advertised increases like- 
wise. One can cite the case of 
Dorothy Collins of Lucky Strike 
cigarettes in the US. Unknown 
in the first days of the “Lucky 
Strike Hit Parade.” she is now. 
years later, still personally selling 
“Lucky's” and her following and 
fan mail is the envy of more than 
one film star now devoting time 
to TV programmes. 

Although “live” commercials 
do not have the ability to be 
used time and again the chances 
are that the next time one uses 
the “live” programme it will be 
much better. Many, of course. 
may argue that it may be all right 
for 13 weeks but the “live” sales- 
man may then become bored and 
lose his effectiveness 

This problem will demand con- 
Stant supervision by the adver 
tising agency and the script-copy 
writer and the producer will 
have to be on their TV toes all 
the time. And it can be said that 
any commercial that fails to keep 
the interest and enthusiasm of its 
salesman will certainly have a 
hard task in winning its way into 
the purses of the viewing public. 


The value of the animated Double Diamond type of advertising 
display is well appreciated by Ind Coope & Allsop Lid., and they 
chose Manchester as a follow-on for their last West End feature at 
the Piccadilly site of Dominant Sites Ltd. Situated on the corner of 
St. Mary Gate and Exchange Street, the display is clearly visible from 
three directions and brings a pleasant touch of colour to the locality 
The building of the display was completed to time, although progress 
was hampered by blizzard and arctic conditions. The advertisment 
was produced and put up for Ind Coope & Allsop Lid. through 
Outdoor Publicity Ltd. by Dominant Sites Ltd. with the co-operation 
of Fisher Brothers Ltd., H. W. Bassington Lid., the Berkeley Electrical 
Co., Lid., and Russell Signs Lid., under the direction of G. E. Webb. 
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Every bright 


media man 


knows... 


or does he? 


that a campaign in the English 
national morning newspapers misses 
39°,, of the adult population of 
Scotland 


The LI.P.A. survey reveals that 
1,370,000 Scottish adults DO NOT READ 
AN ENGLISH MORNING NEWSPAPER 


Scottish industries are prospering 
Not only are standards of living in 
Scotland improving year by year 
but they are improving far more 
rapidly than in any other part of 
Great Britain... 


and there is a clear way open to 
you to reach this rich potential 
market 


through the familiar, friendly 
pages of the Datty Recorp —a 
wholly Scottish national morning 
newspaper, written for Scots by 
Scots. The Daity Recorp — the 
bulk of whose 900,000 readers read 
no English national morning paper 
has a larger circulation by far than 
any other Scottish morning paper 
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Cut out this 
Information 
Sheet No. 2 


The Dairy Recorp, Scotland’s 
largest circulating, completely 
Scottish national morning news- 
paper, is read by 900,000 Scots, men 
and women, every day. Here are 
some facts about the kinds of people 
who read the Daity REcorD. 


Scottish population by age at 31 Dec. 1953 


—— ] 


wow | Note | ae 
15-24 712,000 18 

| 28.44 1,435,000 | 7 

45-64 1,182,000 | 3 

65 and over 522,000 14 

Total adults 


3,851,000 100 


Size of Scottish households 1951 census 


No. of No. of o 
persons per households 2 
household 000 heusshotis 
1 157-7 il | 
2 356-1 25 
3 336-5 23 
4 | 275-4 19 
Sand over | 3126 22 


Average number of persons per household; 
England 3°19 Scotland 338 
You get more readers for your money 
when you advertise in the Daily Record 


Full colour — a unique service! 
The Daily Record is the only daily news- 
paper in Great Britain offering full colour 
advertising. Full colour, brilliantly re- 
produced in the Daily Record, means 
maximum impact 


Daily Record 


KEMSLEY HOUSE 
LONDON 


KEMSLEY HOUSE 
GLASGOW 


File this sheet with your Daily Record rate card 
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Composite pages are read 


with care and enjoyment 


wu the value of com- 


posite pages and features 
as revenue producers is un- 
questioned, do they really meet 
the important purpose of giv- 
ing advertisers that little extra 
which the effort 
Are they, in fact, 


service 
warrants ? 
well read ? 
To test his own view that 
they are not only read, but are 
enjoyed by the average reader, 

A. Blagbrough, advertisement 

manager of the “Whitley Bay 

and District Weekly Guardian” 
ran his own quiz. He circu- 
larised 10 women prominent in 
the public life of the town, ask- 
ing their frank opinion of two 
features recently used in the 

“Guardian.” 

One woman admitted reading 
the features, but preferred not to 
get “involved” in the questions: 
the other nine were in agreement 
They had read the features, they 
found them interesting and help- 
ful—and most of them had dis- 
cussed them with friends Mr 
Blagbrough says these replies 
strengthened his belief that com- 
posites are a_ splendid selling 
medium “as long as it is remem- 
bered that ‘composite’ implies 
composition, and is not simply a 
trade term for a random collec- 
tion ol remotely connected 
editorial and advertisements.” 


* * a 


LATEST LOCAL paper to co- 
operate with local industry in 
telling its story in house magazine 
style is the East Essex Gazette 


Paxman’s Progress was the title 
of the first of this series, a full 
page being devoted to this firm 
whose diesel engines enjoy a 
world-wide reputation. Every 
effort is made to satisfy the 
advertiser editorially, and atten- 
tion is drawn to the features in a 
front page panel 

The Gazette is not concentra- 
ting on the big firms only. Even 
the smallest factory may have a 
good story to tell, and some 
interesting tales of enterprise and 
achievement have already pro- 
vided a number of double spreads 
under the heading “It's made in 
the district.” 


* » * 


NOW APPEARING in a new 
format, with more attractive 
presentation of the news is the 
Kilkenny People, first published 
in 1893. The auctioneers’ an- 
nouncements—ever a good index 
of the value of a country news- 
paper—yield pride of place on the 
front page to news. Page 2, how- 
ever, is reserved for the auctions, 


WILTON EVAN 


which the Kilkenny People carries 
in generous measure 


A front page announcement, on 
the day of the changeover, 
declared: “It will be our inten 
tion to maintain the high standard 
of the news service, as well as 
providing our advertisers—and 
they are many—with a ready 
market, extending, as it does, over 
the whole of Co. Kilkenny and 
portions of the five adjoining 
counties.” 


* * * 


SEVERAL INTERESTING feature 
pages have been essayed—-with 
success——recently by the Oxford 
Mail 


Notably among them was one 
on public service undertakings, 
and another on stationers’ shops 


Theme of the public service 
page was that the lure of the fac 
tories meant critical times for 
buses, hospitals, gas and elec 
tricity undertakings. It was sup- 
ported by display advertisements 
from the British Railways, the 
Post Office, the City of Oxford 
Motor Services Ltd., the munici 
pal service, and the gas and elec 
tricity board, local hospitals 
and the Association of Building 
Trades Employers 

All of them, of course, were 
seeking staff—an eloquent trib- 
ute. in itself. to the development 
of local industry. The page was 
headed by a photographic mon 
tage representing all the services 
with the heading “You need them 

they need you” across it 

The stationers’ page was based 
on the idea of service to poet and 
business man, and in scope 
covered everything from quill 
pens to ball points 


* * * 


IN THE MIDST of the recent 
freeze-up the Evening Chronicle 
Newcastle. launched a _ beauty 
contest with the accent on the 
sun ! 

The contest. for the title 
“Queen of the Sun,” is the big 
gest beauty contest ever held in 
the North East. It is organised 
jointly by the Evening Chronicle 
and Sunderland Corporation 
Entertainments Department, at 


@ Continued on page 413 
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OUTSIDE LONDON. continued 


whose seaside resort, Seaburn, the 

final takes place in June 

As well as earning the title, the 
winner will receive a cash prize 
of £100, a silver rose bowl, a 
replica and a training course as 
a mannequin 

The contest also includes a sec- 
tion for “Maids of Honour.” 

Condition of the contest ts that 
competitors must take the sun 
as their inspiration and wear 
swim suits, play-suits or sun 
dresses 

Local heats and finals are 
being arranged all over the North 
East at dance halls, cinemas, fac- 
tories and through community 
associations and housing estates. 

* * * 

THe MONTHLY “ What's 
ing?” supplement, a feature of 
the North London Observer 
series for the past year, Is now 
appearing in a new form. 

It is printed as an eight-page 
magazine, providing a _ handy 
guide to all the month's enter- 
tainment activities. Readers have 
to remove the sheet, fold it in the 
middle and slit it along the top 
to form the magazine 

Three distinct advantages are 
claimed for the supplement in its 
new form: 

@ it is a novelty. Few readers 
resist “folding and cutting” 
when asked to do so. 

@it has an obvious personality 
of its own, and is not simply 
the centre pages of the news- 
paper. 

As a magazine it is more likely 

to be kept for handy reference 

the original purpose of the 
supplement. 
* 


Do- 


* . 

A COMPLIMENT is all the better 
when it is handsome. And hand- 
some is indeed the word for the 
tribute to the Southern Daily 
Echo paid by Dr. H. M. King, 
MP for the Test Division, when 
he spoke in a recent debate in 
the House of Commons. 


“Our local newspaper, the 
Southern Daily Echo, is one of 
the finest in the country,” he said 
“ Honourable members may not 
believe me when I say that I have 
such a regard for the political 
integrity of this local newspaper 
that, had it commented favour- 
ably upon, or even endorsed, the 

. . proposals, I should not 
have spoken against them.” 

* * * 


A press capable of printing 
100,000 copies an hour was 
inaugurated last week at the 
Belfast Telegraph by the 
Governor of Northern Ireland 
(Lord Wakehurst) and Lady 
Wakehurst 

Lord Wakehurst named the 
press “Sir William” in honour of 
Major Sir William Baird, hon. 
president of the company. Lady 
Wakchurst, who pressed the start- 
ing button for printing one of the 
afternoon editions, received the 
first copy, which carried on the 
front page a picture showing her 
receiving a bouquet shortly after 
entering the building 

Their Excellencies were re- 
ceived by R. M. Sayers, chairman 
and joint managing director, and 
Victor Salter, OBE, joint manag- 
ing director. Other directors pre- 
sented were Mrs. C. P. Bel- 
lairs; Mrs. T. G. Wilkinson ; 
F. R. Moore, and E. W. C. W. 
Bailey, together with H. E. (¢ 
Nicholls, director of R. Hoe and 
Crabtree, Ltd., printing press 
manutacturers 

Mr. Sayers, in inviting the 
Governor and Lady Wakehurst 
to perform the ceremony, said 
that the visit of their Excellencies 
had fallen on the 100th anniver- 
sary of the late Sir Robert 
Baird's birth 

That dynamic personality 
would have been filled with joy 
and pride at an achievement 
which furnished continuing proof 
that the Baird tradition of pro- 
gress lived on 
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Largest Net Sale in Kent 
“KENTISH TIMES 


AUDIT BUREAU OF CIRCULATIONS. Average 
weekly net sales for the first six months of 1954 


84,800 


THE LARGEST IN THE COUNTY 


% All enquiries to: TIMES OFFICE, SIDCUP (FOO 1155) or 
BANK CHAMBERS, 329 HIGH HOLE O&N WCI (HOL 2730) 


THE 


WELLINGTON JOURNAL 


SHREWSBURY NEWS 
NET SALES 5021 5) Weekly (ABC) 


London Representative 


DAVID L. CLACKSON, 80 FLEET STREET, E.C.4 


(CENtral 2626) 


— 
—_—_—_—_— -_- = —_ i |;_-~ 


THE COUNTY OF 


MIDDLESEX 
CHRONICLE 


SERIES 
Intensively cover the populous 
prosperous area of South- 
West Middlesex 


43,705 


136 HIGH STREET 
HOUNSLOW 
Phone: HOUnsiow 00167 6 


tendon: George Jockson. 
Citterd’s nn, C4 MOL JOTI 


MUL-TYPO 


PRINTING COMPANY LIMITED 


(Incorporating the Postal Advertising 
Company) 


Facsimile and General Printers 
Vori-typing Specialists 
Ribbon * Lithography ° Letterpress 
143 WEW BOND STREET~LOROOR WI 
MAYFAIR 1828 


THE 


FARMERS’ 
GAZETTE 


(Established 1642) 
Ireland's leading weekly farming 
journal, with the 
LARGEST CIRCULATION— 
for effective coverage of the valuable 
Irish farming market. Copy and ad- 


goorl ENLARGEMENTS 
ahh made ty 


AUTOTYPE 


AUTOTYPE COMPANY LTD 


vertisement rate card on request 
Heod Office 
179 PEARSE ST., DUBLIN 
lendon Office 
# FLEET STREET, £.CA4. 
Telephone » Centro! $453 


Belfast Telegraph's’ new printing press, Lady 

Master Richard H. H. Baird. great 

ne of the two founders of the firm 

n the picture are | to r.) Anne Wilkinson this great grand-daughter) 

rd Wakehurst (Governor of Northern Irelan ind R. M. Sayer 


man and joint managing director) 


(chair- 


Brownlow Ad., London, W.13. Ealing 269! 
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ADVERTISER'S WEEKLY 


GREATEST DAILY 


| 69, Fleet Street, E.C.4...... Phone: CENtral 281! 


Dagens Nyheter 


SWEDEN’S 


NET SALES (SWEDISH A.B.C.) 
Daily 293,432... ..... Sundays 343,660 


Dagens Nyheter is Sweden’s leading daily 
newspaper. Its circulation is national 
throughout the country but predominates, 
of course, in Stockholm, where more than 
half the inhabitants read the paper. In 
addition, about 100.000 copies are distribu- 
ted every day outside Stockholm. 


Dagens Nyheter is Liberal in character and 
ite politics have always been sympathetic to 
the British point of view. 

It carries the greatest advertising volume of 
any Swedish oewspaper, both display as 
well as classified. 


London Office: FRANK L. CRANE, 


with 


TEL 


WhHicehel! 


3366 


QUALITY TELLS 


SVENSKA 
DAGBLADET 


These figures are an example of Svenska 
Degbledet's exceptional coverage of chose 
nfluent 


al groups which are of primary im- 
portance to advertisers Svenska Dag 
bladet's position as the leading daily in 
Sweden is also proved by the fact that for 
many decades it has carried more nationa 
advertising than any other paper in Sweden 4 
Svenska Dagbladet gives even coverage al » 
over the country and reaches the people 


influence and high purchas 
n Stockholm 


Representatives — 
JOSHUA B. POWERS LTD. 


14 Cockspur Screet, London $.W ! 


51°: of Sweden's medical men 
32% ,, P dentists 
40% ,, 7 pharmacists 
are regular subscribers to 


r power 
Sweden 


and throughout 


414 


FPepruary 17, 1955 


Official inquiry into 
Swedish price control 


HE need for a continued 
governmental price control 
system in Sweden is being in- 
vestigated by an 11-man expert 


committee appointed by the 
Minister of Trade, John 
Ericsson. 

Commenting on the inquiry, 


Mr. Ericsson has said that, from 
a general point of view, it would 
be of great importance to be able 
to take quick action in the field 
of prices should an emergency 
arise. The question should there- 
fore be investigated whether an 
emergency jurisdiction was suit- 
able for this purpose. The need 


for certain governmental price 
control activity, even under 
normal conditions, would also 


be studied by the committee. 

A new edition of the Swedish 
Export Directory, the well-known 
manual for importers of Swedish 


goods, has been issued by the 
General Export Association of 
Sweden. The 1,130 page volume 


contains an alphabetical list of 
Swedish export products in 
Swedish, English, French, Ger- 
man and Spanish, and is supple- 
mented by an alphabetical list in 
English of manufacturers and ex- 
porters, including their trade 
marks, share capital, number of 
workers, etc. 

Discussions about the feasi- 
bility of creating a common 
Scandinavian market have led to 
concern in Norway about the 
inability to compete successfully 
against Sweden's industry. An 
official in Norway has, however. 
recently drawn attention to the 
strong belief that the benefits 
would more than outweigh the 
losses. 

* = 7 

LAST YEAR was a very good 
period for Norway. Production 
went up by four per cent over the 
previous year, with a particularly 
high increase in industrial pro- 
duction, and private consumption 
was up by three per cent despite 
unfavourable prices at the outset. 

Unemployment very low 
and wage earners’ actual incomes 
increased Social developments 
were expanded and the general 
health of the people was good 

During 1954, 81,000 washing 
machines, 48,000 vacuum cleaners, 
32,000 refrigerators and 60,000 
electric kitchen stoves were sold 
in Norway along with 15,000 
motor cars (as against 11,000 in 
1953 and 5,000 in 1951). Nor- 
wegians travelled abroad to an 
extent of spending 150 million 
kroner The number of radio 
licences will soon reach a 
million: the actual figure of 
715,000 licences or 26 per cent of 
the population gives Norway the 
third position in Europe for radio 
density 

The Norwegian Labour Press 
A. Press, recently announced a 
total circulation of 336,700 or a 


was 


newspaper in 35.4 per cent of al! 
Norwegian homes. 

The main question of the day 
in Norway is rising prices. The 
Norwegian Statistical Office have 
issued a table of average hourly 
earnings for men and women in 
industry with cost of living index 
From this the position cannot be 
fully judged as a whole as prices 
do not affect the population 
equally. The government's policy 
is one of a general levelling of 


Final figures for industrial 
production in Norway last 
year show an overall rise of 
63 per cent compared with 
the year before. The rise was 
biggest im export industries. 
where production increased by 
12.9 per cent. Production of 
paper and pulp established 
new records. Paper with sub- 
sidiary items amounted to 
about 570,000 tons. Mechani- 
cal pulp output at 643,000 
tons and chemical pulp 
590,000 tons were the biggest 
production figures ever re- 
corded 


incomes and the trend of rising 
living standards has been for large 
groups, particularly in industry, 
to go slowly and steadily forward 
while others, notably seamen, 
forestry and agricultural workers, 
and fishermen have had a faster 
pace of improvement. 

Among consumer goods coffee, 
meat, fish and sugar cost more 
than two years ago while 
margarine, milk, potatoes and 
vegetables cost less and bread 
about the same. 

* * * 

THE MINISTRY of Finance has 
instituted an investigation into 
the recent price rises. This in- 
vestigation, which will cover the 
whole of Norway, is being car- 
ried out by the Price Control 
Department, the object being to 
determine whether in_ certain 
categories of goods the charges 
made by producers. distributors 
or retailers are too high. Up to 
the present time this investigation 
has confined itself to the prices 
and costs prevailing in the textile 
industry, ready made clothing and 
footwear industry and for fish 
and eggs. It has been announced 
that the department intends to 
institute a permanent system of 
investigation and check of all 
cost and profit developments. 

* * * 

A MEMBER of the Norwegian 
Export Council, Hr. Sverre 
Skaflem. has been attached to the 
Norwegian Chamber of Com- 
merce in London, to be in charge 
of a department to be known as 
the Norwegian Trade Promotion 


Department He will act as a 
liaison representative between 
Norwegian exporters and the 


@ Continued on page 415 
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SCANDINAVIAN UNION —continued 


British market with a view to 
promoting commercial contacts 
between the two countries. 

* * * 


USA 


Ihe International Gift and 
Fancy Goods Show will be held 
n New York's Hotel Astor from 
August 21-26. This show was 
first started in 1953. It has since 
grown rapidly in size. While in 
1953 there were 125 exhibitors, 
last year there were nearly 400. 
Visitors attending the show in- 
creased from just over 9,000, two 


years ago, to nearly 12,000 in 
1954. As it is the rule of the 
Management not to admit the 


public to this show, most of those 
ittending could be considered as 
trade buyers or other interested 
people. 

A wide range of merchandise 
is displayed at these shows. 
Besides the principal groups of 
products sold by gift stores such 
as glassware, chinaware, leather 
goods, jewellery, metal and art- 
ware, there are numerous exhibits 
of housewares, food specialties, 
watches, textiles and slippers, 
greeting cards, cutlery and 
kitchen equipment and utensils 

* * * 


The National Stationery and 
Office Equipment Association's 
annual! convention and exhibition 
will be held in the Conrad Hilton 
Hotel, Chicago, from October 
1-5. 

Last year the event served as a 
meeting place for 365 exhibitors 
and more than 10.000 members 
of the industry. In all, the space 
occupied by exhibitors in 1954 
was over three acres, the largest 
area ever recorded by the asso- 
ciation The public are not 
adnitted, and those not connected 
with the trade are rigorously 
excluded. Participation is limited 
to members of the association, 
but this does not rule out the 
showing of imported merchan- 
dise, since any importer in the 
trade is free to become a member 

Last year there were a number 
of American distributors show- 
ing imported products, and items 
from the United Kingdom were 
high up on the list. British mer- 
chandise displayed included 
duplicators, visible records, paste 
and steel type 

* * * 

The annual convention and 
Confectionery Exposition will be 
held by the United States Candy 
Wholesalers’ Association from 
July 31 to August 3 at the Hotel 
Sherman, Chicago. At the 1954 
event, held in New York. there 
were 113 stands showing the pro- 


ducts of 107 candy manufac- 
turers. The exposition was well 
attended, and the organisers 


stated that the number of visitors 
had increased by 10 per cent 
The British Consulate General at 
New York reported that repre 
sentatives of United Kingdom 


firms exhibiting at the show had 
said the exposition was of value 
not only as a means of increasing 
also as a 


sales but relatively 


De far 
TEMPLS 


This is one of a series of adver- 

tisements sponsored by the Asso 

ciation of Watch Retailers in 
Norway 


economical method of 
ducing new lines 

The Consulate General recom 
mended this show as useful to 
UK confectionery manufac- 
turers. This opinion was sup- 
ported by the British Consulate 
General at Chicago who 
reported on the 1952 and 1953 
shows. and UK manufacturers in 
this field exporting or wishing to 
export to the US should seriously 
consider this event as a means 
of promoting sales of their pro- 
ducts. 

When sending brochures about 
the show, the secretary of the 
association wrote inviting UK 
manufacturers of sundry mer- 
chandise such as wallets, pens, 
pencils, handkerchiefs, costume 
jewellery, nail clippers, etc., to 
take part He said _ several 
American manufacturers of these 


Intro- 


types of goods have done suc 
cessful business in previous 
shows 
Honduras 
—_—_—_— 
A report on economic and 
commercial conditions in Hon 


duras has been published for the 
Commercial Relations and Ex- 
ports Department of the Board 
of Trade (price Is. 3d.). The 
report covers the economic and 
commercial field (finance, pro- 
duction and industry, trade 
transport and communications) 


Italy 
—_—— 


A trade inquiry stand is being 
provided by the Board of Trade 
at the Milan International Trade 
Fair to be held from April 12 to 
27. One of the main objects of 
the official stand will be to draw 
the attention of visitors to United 
Kingdom products in the trade 
sections. In order to do this as 
effectively as possible, the stand 
will have a booklet available for 
distribution to business inouirers 
giving the names and stand num- 
bers of all UK firms and their 
Italian agents who are taking part 
m the show 
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had - 


Over 


100,000 


every Sunday 


Morgon-Tidningen, the Swedish Government's 
leading national daily has a cert. net circulation 
of 101,785 every Sunday. Through M. T. you 
reach a considerable number of Swedish families 
with strong buying power, as well as influential 
traders, governmental and municipal authorities 


Morgon Tidningen 
Voice of the Swedish Government Party 


For all information 


14, DOVER STREET, LONDON, W. t. 


MAYFAIR 8615 


| Aftenposten is Norway's largest newspaper 
1 advertising medium. Net sales in 195) were 


and leading 


Morning edition Saturday mornin 

1 147,222 165,523 124,474 

[In Oslo the paper reaches 90 of all households having an 
mecome of between 14.099 and 20,099 kroner per annum 


g edition Evening edition 


und 95 of all families with incomes above 20,000 
\ it is read in Oslo by 
THE 1 38°%, of all independently employed person: 


1 96%, of all managers and directors 
\ 85% of all higher officials 


KEY 1 80°, of all engineers and architects 
| 89% of all doctors and dentists 
| 69% of ull employed in shipping 


TO 17s 
1 59% of all foremen and workers 
NOR sy! 73%, of all employed in their own hones 
— S&S That portion of our sales which covers the rest 
| Of Norway outside the capital is sled accounted 
for by the more prosperous and infivencial 
crrcies in all other towns, 


fienpofte 


' 

| 

| 

Full information as to rates, etc., may be obtained 
| Seana 


~ of all subordinate officials 


from our London representotives 
JOSHUA B. POWERS LTD. 
14 COCKSPUR ST, LONDON, $.W.i, WHI 
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Review of Poster Advertising 


How to detect an 


Old Master 


By STUART LEWIS 


HICH contemporary 

posters will be regarded 
years from now as the 
classics of the 50's? Do they 
exist? Are there posters to-day 
which possess some enduring 
and endearing quality we do 
not fully recognise? 

Is there something about those 
wash-day wives which in due 
course will bring a wistful look 
to our ageing eyes? ‘ill we 
dream of the good old days when 
a vast bowl of Heinz spaghetti, 
reminiscent of a snake-pit, lured 
us to the grocer? Will we re- 
member the monstrous tins of 
this and packets of that? 

It may be said, correctly 
no advertiser should 
himself with posterity 
sciously aim at becoming an Old 
Master, for clearly such an atti- 


a6 


tude of mind produces the worst 
possible advertising. 


Yet the fact remains that 
those advertisers who have 
sponsored good and coura- 
geous ideas—and have stuck to 
them—have achieved both 
fame and fortune. 


Modern posters seem to suffer 
the worst of two worlds. On the 
one hand they seldom express the 
copy theme as effectively as 
the press campaign and almost 
never stick to it through the years. 
The trouble is that from the first 
conception of a poster to the 
final proof stage (when happily it 
is too late) too many people keep 
on having bright and beautiful 
visual ideas; and almost anyone 
can have visual ideas even if he 
cannot read or write, let alone 
think. For this reason posters 


This poster may 
well be recalled 
with pleasure in 
years to come, be- 
‘ieves Stuart Lewis. 
lt is, he thinks, a 
good example of a 
poster with a set 
purpose and does 
what a_ poster 
should do — tell 
the story with em- 
phasis and a touch 
of unusual enter- 
tainment. 


The newest job 
in the series of 
double-crown pho- 
tographic posters 
which the “Evening 
Standard” are a 
directing at women. & qa 
it is well up to 
standard, and the : 
attractive young 
ladies seem to be 
reading the paper 
with real interest. 


are sometimes the costly poor 
relations of advertising. 

On the other hand, poster ad- 
vertising to-day has been grossly 
over-influenced by a stark and 
sinister newcomer: the “pro- 
duct” poster. Everyone, of 
course, agrees that in any form 
of consumer advertising the pro- 
duct is the thing: but how many 
successful press campaigns have 
been based on the product alone, 
however gorgeously presented? 
As everyone knows, or should 
know, it is necessary to use other 
more devious means to attract 
attention, to interest and con- 
vince. 

Suggest and imply 

Here it may be argued that 
posters can only assert, suggest 
and imply. That is true; but at 
least they can assert clearly, and 
suggest and imply with all the 
powers of design, colour and 
visual skill at their command. 
And how often do they do it and 
keep on doing it? 

Let us take a mental glance 
at present-day posters which 
measure up to the highest stan- 
dards of the medium. Certain 
names spring instantly to mind 
Polo, Smarties, Tootal, D. H. 
Evans, CWS, Guinness, and in 
the past few weeks it looks as if 
Bird's Cake Mix may have joined 
the élite. There are others, of 
course, but these are good ex- 
amples of posters with a set pur- 


TANDS FIRST AND 


AND PROVINCES 


PRINCIPAL BRANCHES 


112 HIGH HOLBORN, W.C.1. 


MANCHESTER 


BIRMINGHAM 


LEEDS 


WATFORD 
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A page for women 


- . = 
EVENING | 


STANDARD 


pose. Guinness and D. H. Evans 
seldom show the goods, but they 
sell them hard: Polo, Smarties, 
Tootal and CWS show the 
goods and sell them no less hard 
Both groups avoid the pitfall 
of merely showing the evoods 
and expecting the public to fall 
in love with them on sight 


Lively and effective 


The new poster for Bird's 
Cake Mix is a lively and effective 
job. Instead of showing a cake- 
proud housewife (sorry, epithet 
borrowed from Puffin), Bird's 
show rabbits emerging from a 
top-hat and holding high the 
product and the fine cake it pro- 
duces in less than no time 

This poster does what posters 
should do. 

It tells the story with emphasis 
and a touch of unusual enter 
tainment; it is an oasis of pleas 
ing colour in the drab urban 
scene. In short, it cannot fail t 
be seen, understood and liked 

Let us hope that Bird's stick 
to the “magic” theme in future 
posters for their cake mix. It 
might exert a magic influence on 
sales. 

By way of happy contrast, take 
a careful look when you get the 
chance at the pudding-proud 
housewife in the poster for 
White’s Tapioca Flakes. There 
she stands, bravely smiling beside 

@ Continued on page 418 
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: FINEST SITES in every important town of England and Wales are 
National Solus Sites. 


They stand alone, catching the public eye wherever 
there are people and prosperity, wherever there are shops and potential sales. 


Aim your advertising where it will make its mark—right at the point of 
sale. 


Use National Solus Sites. That way you select your area, select 
your market, select your sales. 


NATIONAL SOLUS SITES LIMITED 


56/60 STRAND, LONDON, W.C.2. Telephone: TRAfalgar 4922-3-4 
Directors: T. A. ALLAM (Managing Director S. E. CARTER P. W. FELTON 


R. H. LAWSON 
Members of the Solus Outdoor Advertising Association Ltd 
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ASK 


Watter Hill / 


to tie up all your 
= OUTDOOR ADVERTISING 


Fepruary 17, 1955 


REVIEW OF POSTER ADVERTISING —continued 


—,* 


_ 


Our complete service for h 
all Outdoor Advertising a 


Media, Poster Hoardings, 
Solus Sites, Neon Signs, 


..throughout | 


Ss 


Rail-, Bus-, Tube-, 3 
. * . ‘ = 
" ' Van Advertising, etc., is the > > TS 
. backed by the experience 4 h V2 wie 
} ofover 50 years. Itoffers British fig U 
comprehensive contract 2 
schedules, site selection, e 
inspection and main- Isles | 
d nd ‘ Printed in two colours litho and three colours silk screen by J. Weiner 
tenance, and extends to \ Ltd., this is one of the present-day posters which, in the opinion of 
j all parts of the U.K. and Stuart Lewis, measures up to the highest standards of the medium 
re Eire The agency is Colman, Prentis & Warley Ltd 


: q the slogan “for puddings to make much of its weekly features 
With more than 50 years of experience please,” holding the pie dish as as the People have done in their 


a hundred other poster-wives “Confessions of a _ Fashion 


’ have held their culinary triumphs, Model” and “My Life as a Ma 
WAL TER HILL and CO.., LTD. — aati locking uise ts and 2 Wanna”: mee con com 


a waxwork than a wife bine character and interest by 
69, 71, Southampton Row, London, W.C.1 & Here is a poster which belongs saying quite simply, as_ the 
. to the period of the Stephen’s Evening Standard do, “A page a 
Telephone MUSeum 8701 ; Ink blot and “Bovril prevents day for women.” 
\ - (5 lines) Se IM, that sinking feeling,” but which Even though a newsagent on 
—_ . never in 100 years would make my bus route has been displaying 
- the grade this Evening Standard slogan 
Best of the month under a Daily Mirror heading, 


there is no doubt that the Even- 

By the way, had I not been so ing Standard are following a 
delighted by the new Bird’s job, sound line. As a London even- 
1 would certainly have presented ing paper with a large AB class 
this month’s Oscar to a poster readership they are wise to invest 
which must be 40 vears old if a in their regular features rather 


day. For unless lam much mis- than cash in on stunts 
taken the original design for In the series of double-crown 
Ee OF Sandeman's Port has been re- photographic posters for the 
MPLETE COVERAG . vived Evening Standard on _ railway 
a Only those who were at schoo! stations in London and the Home 
MANCHEST ER = in the 20's or earlier are certain Counties, the newest job is well 
| : = 7 s to remember it: the black silhou- up to standard 


ette of the Portuguese gentleman 
in a cloak against a yellow back- 
oeeens .ebeneeés « ground shading downwards to 
green. In his hand is a glass 
a solitary spot of red. The only 
Manchester Poster Services Ltd words on the poster are Sande- 
27 29 1 Bootle Street, Deansgate, Manchester 2 man's Port in yellow on a black 
panel across the base; and 
the whole is surrounded by the 
. ie : 7 : familiar black border of the 
period (which was probably first 
introduced by Toulouse-Lautrec 
and = his contemporaries and 
which persisted until Kauffer 
created a new idiom in the 20's) 
This poster asserts nothing in 
words except the name of the 
product; but visually it conveys a 
powerful impression of qua 
even of mystery And, in drink 
advertising, mystery is a precious 
and profitable thing 
* oa fol 


It SEEMS that there are three E p - 
ways of advertising a newspaper Each letter is 48 inches high in 
You can stress its general charac- ‘this sign for D. Napier & Son 
ter. as the Manchester Guardian Ltd.. by Claude-General Neon 
have done on a series of excellent Liehts Ltd More than 370 feet 
press advertisements; you can of tubing go round the sides. 


Modern Poster Panels 


Cheaply — Quickly 


Complete your Sales 


PADDINGTON 0186/7 


HENDON BILLPOSTING COMPANY 
37 SPRING STREET, W.2 
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EXPAND 
YOUR 
SALES 


consult us 
. about national . 
or area 


POSTER 
ADVERTISING 


Established 1840 


SKeldons It4 


SHELDON HOUSE, QUEEN ST., LEEDS, | 


Keep up 
with the modern traveller 


ADVERTISE in the Air Terminals 
of B.E.A. and B.O.A.C. at 


LONDON Waterloo and Victoria 
MANCHESTER [Exchange Square, 

and Ringway Airport 
EDINBURGH George Street 
GLASGOW St. Enoch Square 
JERSEY St. Helier 


The Mills & Rockleys Area 
APPLY TO THE SOLE CONTRACTORS 


W. HI. SMITH & SON MILLS & ROCKLEYS LTD. 


Awdry House, Kingsway, London, W.C.2 Poster Advertising Contractors 
"Phone : HOLborn 4343 Administration: 21 Queens Road, Coventry 
ALSO AT LIVERPOOL and MANCHESTER 


through their unique power of 
repetition, an average cam- 
paign offers each “reader” 
over a hundred opportunities 
a month of seeing your message 
Mills @ Rockleys would be 
pleased to discuss planned poster 


idvertising uath you. 
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What to buy! 
Where to go! 
What to see! 


POSTER ADVERTISING 


provides an essential service 


to the community 


Sheffields 


Poster Advertising Contractors 
since 1852 


Publicity House, Cornwall Street, Birmingham, 3. 


The whole field of metallurgy is covered by... 


a 


METALLURGIA) 


ee 


to ai 


THE BRITISH JOURNAL OF METALS 
KENNEDY PRESS LTD - 31 KING ST. WEST - MANCHESTER 3 
50 TEMPLE CHAMBERS - TEMPLE AVENUE - LONDON E.C.4 


FOR COLOUR REPRODUCTION & PRINTING 


OFFSET-LITHO 


POSTERS . SHOWCARDS. 
BROCHURES . BOOKLETS. 
GREETING CARDS . 


FOLDERS 
LABELS 
BOOK JACKETS 


BARNARD & WESTWOOD LTD. 


4 Fitzroy Street, London, W.|!. MUSeum 3786-9 
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Wood veneer background 


for furniture show poster 


[HE world’s largest annual 
display of furniture under 
one roof, the British Furniture 
Exhibition, sponsored by the 
British Furniture Manufac- 
turers’ Federated Associations, 
is again being held at Earls 
Court (closes February 24). 
More than 240,000 square feet 
are covered by the exhibits of 
about 300 British manufac- 
turers of all kinds of furniture. 

Many manufacturers are bear- 
ing in mind the special needs of 
young people in the home, and 
new developments of the already 
popular dual-purpose furniture 
for the room which has to play 
a dual role are to be seen. The 
public are being admitted at cer- 
tain times. 


Depicting a label 


A poster similar to that used 
for last year’s Furniture Exhibi- 
tion, designed by Maurice 
Rickards, and printed by Charles 
Read, Ltd., in black, yellow, 
light brown, dark brown, red and 
grey, depicting a large label 
bearing the words: “British 
Furniture Exhibition” against a 
background of wood veneer, is 
advertising the show up and 
down the country. Double 
crowns have appeared on the 
London Underground stations, 
London and provincial railway 
stations and double royals on the 
London Underground traffic 
notice boards. In addition to the 
posters there is an extensive cam- 
paign of display and classified 


EARLS COURT 


EXIBITION 


FEBRUARY 19 7024 


This is the poster which is now 
appearing in railway stations 
across the country. 


advertisements in the national, 
London evening and trade press. 

In charge of the advertising for 
the exhibition are Rumble, 
Crowther and Nicholas. Press 
officers are Andrew Reid and 
Joan Cutting. Again the exhibi- 
tion’s architect, W. W. J. Tro! 
lope is using a warm crimson 
red and cream for this year’s 
main colour scheme. Officials of 
the British Standards Institution 
are again demonstrating perfor- 
mance tests for furniture to the 
trade and the public. 


Talkative wine glasses featured | 


R 


Nase? 


wer 1O- cev126@ Why pay more? 
sm 


HE technique of the talking glasses has been varied in this Votrix 
poster which has been commended by Stuart Lewis (ADVERTISER'S 


WEEKLY, page 172, January 20). 


The design was used in a pre- 


Christmas campaign in London and the provinces, and it will be 

painted upon signs and bulletin boards during this year. Responsible 

for preparing the design were Service Advertising Co., Ltd The finished 

drawings for the two glasses showing the heads of a man and a woman 

were produced by Anton. As @ means of putting over the sweet-and- 
dry story, Stuart Lewis considers that the design is excetlent. 
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NEWSLETTER FROM 
SCOTLAND 


by Rushworth Fogg 


How to bring accounts 
back over the Border 


A‘ least two agency chiefs, 
one in Glasgow and the 
other in Edinburgh, have more 
constructive ideas on_ the 
problem of the southward 
drift of accounts than had an 
advertising man who depre- 
cated my mention in_ this 
column of the fact that it 
exists. 


Director and general manager 
of Sommerville & Milne Ltd., 
J. Bruce Omand, chose it as the 
subject of a talk to the Junior 
Publicity Club of Glasgow. After 
lucidly explaining reasons for 
some advertisers preferring a 
London agency, he declared: 


“There are many things 
which can be done to bring 
back business which has 
departed and to stop any 
further excursions to the south. 

. We can build up our busi- 
nesses by attention to detail, by 
using our imagination, by 
proper training of junior mem- 
bers of staffs, until potential 
and existing Scottish advertisers 
appreciate the services on their 
doorstep—and therein lies our 
great advantage.” 


He went on to make many 
suggestions about the way 
agencies here could improve their 
work and modernise their ideas, 
dealing with a wide range of 
points from letterheads to use 
of outside artwork. They must 
take their own medicine, he 
added, and use advertising in all 
its forms to beat the big drum on 
their own behalf, “either each 
agency on its own or a combined 
advertisement of members of the 
IPA or AA.” 


. * * 


IN A conversation with me, 
Neil McCallum, of J. G. 
McCallum & Co., Edinburgh, 
made many of the same points as 
Mr. Omand did in his lecture. 
One was that there is no reason 
why the Scottish agent should not 
go to London sometimes for art- 
work and other specialist 
services——-Mr. McCallum uses a 
number of London freelance 
artists, as well as Scots. 


On the other hand, Scotland 
can compete successfully with 
London agencies in more fields 
than some people think An 
example he mentioned was 
package design, one of his firm's 
specialities 

“The fact remains, of course,” 
he said, “that some Scottish 


advertisers go to London because 
they do not believe they will get 
the same quality of work in Scot- 
land. But there are advertisers 
here who are too easily satisfied 
with inferior advertising. It is up 
to the Scottish agencies to fight 
both tendencies by improving 
their own work, so that they get 
the full advantage out of their 
more intimate knowledge of the 
products and producers here.” 

From the same agency comes 
an example showing that indi- 
vidual effort can do something 
about “advertising advertising” in 
cities and towns which, like Edin- 
burgh, lack Publicity Clubs. 
McCallum’s W. Cranston Hall 
has, during the last few months, 
addressed a number of business 
men's associations on how adver- 
tising works and how it fits into 
the general economic structure. 

* 7 . 

AN INVENTION of Douglas 
Wright, of the Scottish Field, is 
a competition called the “Viz- 


Quiz,” which had its first run at 
a meeting of the Junior Publicity 
Club of Glasgow. Advertise- 


ments from which had been 
removed the names of products 
(some nationally known, some 
local) were on display, and 
members were required to write 
down the appropriate names. 
Tom McLean, of City Engraving, 
got every one right and won a 
copy of Saxon Mills’ book “There 
is a Tide.” 

It is an idea other junior clubs 
might imitate. 
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SILK SCREEN ARTS Lt 


97 SHIRLEY ROAD CROYDON 
AOOI;rsCcCOmBE 3147-8 


MIGHEST GRADE SPEEDY SERVICE 
CLEAN © SHARP ) EXPRESS ¢ 
CRAFTS MAmesHiP DEUVERY 


“RADIO TANGIER INTERNATIONAL’ 
Transmissions in English, Spanish, 
French and Arabic. 

Packaged Tr available for 
audition pots "" and features 
arranged. 

15% Commission to Advertising 
Agents 

11 Eamont Court, Regents Pk., N.W.8 
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senior 
visualizer 


to join group which handles a 
number of varied and interesting 
accounts. The applicant must 
possess initiative and be able to 
work independently within his 
group, or out of it, when occasion 
arises. He —or she—must also 
possess experience and a 
contemporary outlook on creative 
design and the business of selling. 
Generous holidays. Superannuation 


scheme in operation. 


Please write, in confidence 

to F.H.K. Henrion 

Erwin Wasey & Company Ltd. 
Brook House Park Lane WI 
or telephone MAYfair 8171 
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Public Relations 


Bagging the 


trade mark 


HERE are mysterious 
goings-on in the old bazaar 
in Cairo. Stallholders there 
have been discovered selling 
red Trans World Airlines over- 
night bags which are carried by 
many of the airlines’ first-class 
passengers 
But the bags are counterfeit, 
TWA trade mark and all 
he counterfeiters are doing 
well from the sale of these bags 
becaus cal housewives find 
them so handy for shopping 
at 25 piastres (about 
sixpence) and despite the low 
the bearde d stal! holders are 
making quite a living 
Officials of TWA are trying to 


track down the criminals, 

they gay they are 

flatt i by the copying of the 

iny'’s trade mark and are 

inlik to take any drastic 

’ t the free advertis- 
Date giver 

THIS YEARS calendars have 

jealt with adequately in 

anot! section of ADVERTISER'S 

WEEKLY (page 16, January 6), but 

t was pleasing to receive a Copy 

f a calendar put out by the 

P Relations Ofhce of Singa- 


pore. With two months to a page 
t istrations of all the 
lain .WaUly spots, places ot 
interest and industrial centres 
f the colony. Head PRO there 


s George Thomson 


Italy and Belgium 


AN ASSOCIATION of Public 
Relations has been formed in 
Italy with Matteo Lombardo, a 
member of Parliament, as presi- 
dent The headquarters are in 
Rome 

The association, which already 
has regional offices it M lan, 
Turin, Genoa and Trieste, aims 
at spreading the knowledge and 
appreciation of PR in Italy, and 
will promote its use by public 
authorities and private enter 
prise 

It is also proposed to draw up 
a national register of public 
relations practitioners at present 
at work in Italy 

* * * 

Asout 160 Belgian motor 
cyclists, from all parts of the 
country, riding Birmingham- 
made machines, met at the 
Brussels Motor Cycle Show re- 
cently for the first gathering of 
the newly formed BSA Club of 
Belgium They were welcomed 
by Albert Moorkens, director of 
Famo Ltd. of Berchem, the 
@ Continued on page 423 
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PHOTOGRAPHERS 


See Ware abovt 


Publicity Pictures 


with a news angle 


ACK.WARE (Ace pees) LTD. 
28a Basinghall St. Londen. £.C 2 
PT ragetion A8-7 


We are proud 
of our Studios and 
of the work we produce. 
YOU ARE CORDIALLY 
INVITED TO SEE BOTH 


IVE ZANT eI ANC OVS 
LAT YD) 
295 Camberwell New Road 
London, S.E.5 
Tel: RODNEY 5811/2 


Specialists in Photographic 
Printing Processes for 


Advertising, Display 
and Exhibition 


Yours to command .. . . for 


SERVICE & QUALITY 


R. FOX LTD. 


OF HAMPSTEAD 


**** 


PHOTOGRAPHIC 
ENLARGEMENTS 


any QUANTITY ANO size 
BLACK & WHITE OF COLOURED 
or as TRANSPARENCIES 


EXHIBITION 
CONTRACTORS 
SILK SCREEN 
PRINTERS 


“*** 


Tel. HAM 9861 (5 lines) 


6 HAMPSTEAD HIGH STREET NW) 


LONDON ART SERVICE 


PHOTOCRAP HEC LTO 


bt Cen e2 


COMMERCIAL‘ ADVERTISING 
a eee 


seme MOL: BE69 
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PHOTOGRAPHERS 


COLORGRAPH 


Colour Photography 
for Advertising, Point of Sale 
Showcards and Calendars 
* 

COLOUR LIBRARY 
Studio and Location Shots 
Transparencies and 
Colour Prints 


§, BREAMS BUILDINGS, CHANCERY LANE 
LONDON, £.C.4 


CGHAncery 3416 


ANDO COMPANY 


Talophenmial WELbeck 5228 


PHOTOGRAPHIC PRINTS 


100 
1000 


xz «oo 


3 Dorset Buildings, 
Salisbury Sq., London, E.C.4. 


CENTRAL 5300 or 7921 


PHOTOGRAPHERS 


- SPE VG - 


ART & PHOTOGRAPHIC SERVICE 
TO AGENCIES & ADVERTISERS 
GER. 7934 
23, GOLDEN SQ. LONDON, wW.!. 


Photographic 
Prints) 3% 


SIZE 
Write or Phone | QUANTITY 


ANY 
Lotowork |” 
P ofowornts . 
€ LILYWHITE LTD. 
Brighouse, Yorkshire. Phone: 1240 


73 BAKER STREET, LONDON, W.! 
Phone: WELbeck 0938-9 


specialists in 
photographic 
_ enlargements | 


- -line & tone 


wu: 
a x 1388 © 


HARRY BAKER j; 
206 Church Rd. Willesden 


FORTY 
THOUSAND PHOTOGRAPHS 
of Horticultural Interest 
communicate with 
REGINALD A. MALBY & CO. 


19 CHELMSFOR!M RD., WOODFORD, 
£18 


BUCkharst 0222 


ee -_ —— 
it Services &§ 
a i a ae 
' a) -— 
a an extensive library of Colour 

and Monochrome pictures 
a 
, | cine Tn | 
: litiuwwti = —_—«— | 
; i Me \commencun| 
4 a PRC 
ry —————— Deighton, Wilkes a 
| — eee Bakers . 
1000000) & : 
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SILK and 
SCREEN 
PRINTERS 
SUPPLIES 


GEORGE BALL'S 
of course! 


GEORGE HALL (Sales) LTD 
11 Wellington Road, South, 
Stockport. Tel. STO 3375 


SHOWCARDS - POSTERS 
CUT-OUTS - DISPLAYS 


SILK 
SCREEN PRINTING 


Lorge or sma// quantities 
on ony moteria/ 
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GENERAL PRINTERS PUBLIC RELATIONS 


As we have said before quality and ser- 
vice in combination with low cost are 
gaining recognition. 


This is why more and more Advertising 
Agents, Publishers and Publicity 
People are turning to 


THE 
PORTSDOWN 
PRESS LTD. 


with cheir Print enquiries, especially 
now that we have installed our own 
Camera Plate making and Colour 
Retouching Department 


The service is exceptional— 


GER 6601-2 
WILL FIND US 


WHEN YOU GET 
A GOOD IDEA 
— IT’S A GOOD IDEA 
- ~ Te Contact 


36.NORTH RD 
YORK WAY. LONDON. N7 
~ NORTH 3327-8 ~ 


NILA SCREEN 


LETTERPRESS 


A powerful combination for 
long or short runs of colour 
printing. Any Material 


OBELISK PRESS & MGAS LTD 


Myron Place, London, S.E.13 
Lee Green 6133/4 


FOR QUALITY 
SILK- SCREEN PRINTING 
AND PROMPT DELIVERY 


POSTERS 
WINDOW BILLS + CUT-OUTS ex 


LICENSED DAY-CLO Painters 


PROCESS ENGRAVERS 


rnorocnaner ff BLOCKMAKING 
i 
Ce 


7 SCOTTISH STUDIOS ~~ 


‘AND ENGRAVERS LTO 
eeciTy ems ~SuenmN CLAKOw > 


SPECIALIST TYPESETTERS 


James C. Joyce 
The Specialist 
Type 


_++ “< 
ea ht 


154 Clerkenwell Rd EC] 
TERminus 7124 & 4308 


BLOCKS & DIES 


BRASS BLOCKS & DIES 


Grass blocks for Foil blocking o- 
cord of plastics bronze cutters 
for cut-outs, Cutter crush dies for 
thowcards, etcy Steel dies for meteiy 
wOBBS & AYCKBOURN 
14 CLERKENWELL GREEW ECL! 
GE 6474 Et over 40 yearn 


DESPATCHING 
SHOWCARDS? 


We pack and despatch 
Showcards — Displays, etc 
Any Shape, Size or Quan 
tity at the most reasonable 
cost and with the 
speed Write or phone 


E. CHRISTIAN & CO. LTD 
63 St. Paul's Rood, N.1 


CaM 2661 


utmos! 


For LITHO 
CARTONS 


né& WATTS LTD. 
LONDON, E02 


CUT-OUT LETTERS . 


display 
lettering 


Cut-out relief lettering ready gummed, 
13 distinguished faces. Range of sizes 
3 16 to 12 inches 
LONDON INDUSTRIAL ART LTD. 
3 All Saints Road, London, W.!! 
Tel. PARK 9431 


@ Continued on page 424 
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British firm's distributors for 
Belgium, W Rawson, BSA 
motor cycle export manager, and 
R. C. E. Dancer, public relations 
officer of the Small Heath group 
of BSA 

Apart from taking three motor 
cycling films for the club to see, 
Mr Rawson presented the 
Belgian riders with = specially 
made badges for their crash 
helmets. Many Belgian dealers 
of Famo Ltd. have joined the 
club as technical members 


s one of the promotion 
taken for the Harrogate 
nery Trade hau which 
wld last week lt shows a 
» lady dressed in Eliza 
made entirely 
pe paper manufactured 
Dennison Manufacturing 
Lid. A very pleasing effect 
was obtained 


costae 


rer 
( 


Bundle of luck 


RECENTLY 
ol the 
division of 
sultants Ltd 


appointed head 
public relations 
Marketing Con- 
(Pictorial Pub- 
licity Group), John Wilder, 
27-year-old journalist, broad- 
and lecturer, is the first 
to admit that he has had some 
lucky breaks recently 
of his agency's latest 
clients is | H. Bentall & 
Ltd., the agriculture firm 
of Maldon, Essex Mr. Wilder 
visited the factory to seek out 
one « two “angles.” After a 
preliminary excursion over the 
factory, he saw a bundle of 
papers dumped in the corner of 
an office. Apparently they had 
been unearthed by a workman 
while doing reconstruction work 
On examination these were 
found to be the working draw 
ings of a yacht dated 1875 and 
called the “Jullanar.” Mr. Wil 
der had a hunch that this was 


@ Continued on page 425 
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COMMERCIAL ARTISTS 


FRANK WINTERBORNE 
STUDIO 
Artists and Designers 


The most complete 
Art & Photographic 


service for Agencies 


under one roof 


al 


118 Park St., W.1 
Mayfair 4316, 5530 


INDIVIDUAL ARTISTS 
(London) Ltd. 
1A, PHOTOGRAPHIC 


es: 6 dite 
IDEAS & ARTWORK 


‘BUCK’ 
( 35, STONARD Re) 


PAL mess Green "8846 


T0DOR ABT AGENCY ITD 


esentl: 


FREE LANCE ARTISTS 


| FORMIVAL STREET, LOWEN, £.6.4 
H@leern 884) CHAncery 3608 


' photographic’ 
RETOUCHING 
@ ‘natural’ retouching 
essential to good advertising 
Phene: CHAncery 3902 


SMH 


2 Doughty Street, W.C. | 
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COMMERCIAL ARTISTS 


THE 
COMPLETE 
STUDIO 
SERVICE 


SS ARTISTS A 


KEYSTONE HOUSE 
47 RED LION CT. 
LONDON E.C.4 


Telephone: CEN. 6281-2 


ADVERTISING NOVELTIES 


badgered $3 
about badges ¢@ & 


An unpaid sales- of 
man in every kdt 
British home! % th ae rn 
By offering a > Gey Ge 
RODEN badge hoa 4 
in exchange for - 
labels, bottle mG 
tops or coupons 

r 


sell—children of all ages will see to that 
A badge costing less than a penny can bring 
sales worth many times its cost. 


area Chrneo Inloven 
AND SON LTD., 


55 HATTON GARDEN, LONDON E.C.1. 
Telephone: HOL. 0139 


a 


PLASTIC WELDING 
Wallets, Note Books, Cases, 
Price Lists, Tool Kit Cases, Book 
Covers, etc. Made to customers’ 
requirements. 

CITY SUPPLIES COMPANY 


(Advertsing ifts 


36 Copthall Ave., £.C2 
NAT. 8253 
m = 
ad. mgr. SZ 
blows up eee YY 


... and pats head of Account 
Executive, who thought of 
“Gartex” advertising balloons. 
They're always before the 
public's eye, reminding . . . sellin; 
«. . Swelling sales. Your “‘Gartex’ 
order is printed to sell your 
product. For details, write: 
Sales office, Young & Fo 

Rubber Co., Ltd. Garfiel 
Road, Wimbledon, S.W./9. 

* LIB 6281-5 


The Latest NOVELTY in DESK DIARIES 


CALENDIARY recs. 


Please ask for detar!s of this and our 


LARGE RANGE of ADVERTISING GIFTS 
ANGLO FANCY PRODUCTS LTD 
Manufacturers. 


266, Belsize Road, NWS 
Telephone: MAI 0867 (3 lines) 


Not only do we thrive on 
OUTDOOR PUBLICITY 
30 * ANIMATED: PAINTED 


actually build the sites 
bulletin boards etc., in 
monster size or smaller, 
of all metal and concrete 
or simply timber, the 
choice is yours. 

The Service... 

3 FETTER LANE, €.c.4. &1D. 
CEN 2955 - REL 2142 


EXHIBITIONS & DISPLAYS 


U.K. DISPLAY SERVICE 
Crepe Paper Window 
Dressing Contractors. 


$3 OLD SOUTH LAMBETH ROAD, $.W.8. 
RELiance 4848 


( Vectis Works. Church Path, Acton, W.4 ~ 


D ISPLAD LTD | 


MANCHESTER IS 


BLACKFRIARS 0856 
OLD HANDS WITH 
YOUNG IDEAS 


[EXHIBITION & GENERAL 
CONSTRUCTION] LTD 


Specialists in 
EXHIBITION STANDS 
WINDOW DISPLAYS 
INTERIOR FITTINGS 


PRESCOTT PLACE MACAULAY 
LONDON + 3.WA” 214 ~- MIS 
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EXHIBITIONS. & DISPLAYS 


FOR A COMPLETE DISPLAY 
EXHIBITION & PHOTOGRAPHIC 
SERVICE CALL 


Replicards Ltd. 


ARC 624! 


DESIGN 

DISPLAY 

EXHIBITION 

SILK-SCREEN 

PHOTOGRAPHY 
ALL THE ABOVE 


SERVICES ARE CARRIED 
OUT IN OUR OWN WORKS 


CLIENTS ARE INVITED TO INSPECT 


REPLICA HOUSE, 
BAVARIA ROAD, N.19 


J WATSON onoonit 2 


BASSEIN HOUSE 
BASSEIN PARK RO. 


DISPLAY 


UNITS IN \ LONDON -W:I2 
PLASTIC PHONE 
ce oe 


EXHIBITION STANDS AND 
DISPLAYS OF QUALITY 


T. ROBINSON 

STUDIOS, LIMITED 

72a Plough Rd., Battersea, S.W.II 
Tel. Nos. Battersea 5300 & 4886 


CRAFTSMEN BUILT 
EXHIBITION 
STANDS 


DIGBY'S 


| 9. FLEET ROAD. HAMPSTEAD. N.W.3. GUL 3218 


COOK’S 
DISPLAY 


PRODUCTIONS 
LIMITED 


Exhibition Contractors 
Display Producers 
Sign Manufacturers 
Outdoor Publicity 

Contractors 
Designers 
Giant Photo Reproductions 
in Colour or Black and 
White 
124 LADBROKE GROVE, W.10 
Telephone: PARR 8652-5-4 


end at: 17 Rue Joseph-de- 
Maistre, Paris, 18e 
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PUBLIC RELATIONS —continued 


a famous yacht in its day. He 
went to the British Museum to 
do some research, and sure 
enough his hunch was correct. 
He found that the yacht was so 
famous that it is now considered 
by naval experts to be the fore- 
runner of modern vessels. 

The drawings he found were 
very valuable, and he promptly 
insured them with Lloyd's for 
£8,000 and then broke the story 
to the press. It received wide 
publicity, including the lead in 
Tanfield’s Diary in the Daily 
Mail. The story is now being 
developed in the trade press. 


Good Night 


A FASHION show for Keystone 
Knitting Mills, an account 
handled by Pictorial Publicity 
Co., Ltd., also hit the headlines 
recently Keystone are intro- 
ducing a new trend in pyjamas 
based on the pantaloons of 
yester-year. One of the models 
in the show was Maureen O'Neil 
recently elected “Press Queen.” 

The new trend is the subject 
of a colour film by Pathé Pic- 
torial. Miss O'Neil is also 
featured in this the film which 
shows the process from design 
to manufacture. It will shortly 
be released throughout the 
country. Keystone’s advertising 
manager, Gerald Lewis takes part 
in the film 


Case for fish 


A USEFUL illustration of how 
pure public relations and adver- 
tising can be used in conjunction 
to offset harmful criticism is 
provided by the new fish cam- 
paign being conducted by Pat 
Dolan on behalf of the British 
Trawlers’ Federation. 


It was not just a coincidence 
that the campaign began just 
after the protest campaign by fish 
friers alleging that the price of 
fish was too high. The Dolan 
organisation moved into top gear 
very swiftly, and when news 
papers carried the dramatic story 
of the Black Frost losses of two 
Hull trawlers off Iceland, the 
opening moves in the counter 
campaign were evident. Strong 
Statements denying the fish friers 
accusations were issued to the 
press by British trawlermen, and 
factual details were distributed 
to all MPs 

This was followed by a press 
conference in London, where 
Skipper Bob Rivett, of the “King- 
ston Zircon,” told a sombre, 
gripping story of the last hours 
and minutes of the sinking 
trawlers. As a result the Daily 
Express played a feature by 
Frank Goldsworthy across the 
leader page 
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The recently elected 
“Press Queen” 
shows how the 
new trend in py- 
jamas can look. A 
colour film about 
the product has 
been made by 
Pathé Pictorial 


Ad Man’s Bookshelf 
How to avoid the commonest errors 
° he patiently reveals most of the 
of English 


ommonest errors 
English, by G H 
Ward Lock, price 


Just at times he is a little too 
brief. To take just one instance 
6d it is desirable to know, not merely 
HIS is a valuable little book that “to quickly decide” is a split 

The author, G. H. Vallins, infinitive, but also that “to have 
is a notable member of that quickly decided” is not one. In 
cohort of experts — Fowler, cidentally he (rightly, in our 
Gower, Patridge, and Herbert are opinion) believes that “to con- 
others—who are determined to sciously avoid” is neater 
deny any reasonable excuse for therefore better English 
writing badly. In his latest book sciously to avoid.” 


Perfect Your 
Vallins, published by 
Ss 


and 
than 


It’s a good job 
we asked HIM along! 


Catalogue, showcard, 
leaflet or packaging 

as long as its production 
involves the use of 


some kind of paper or board, 
you will find it pays to call in 


Spicers Paper Consultant 
at the planning stage 


speak to Wages 


Telephone: CENTRAL 
19 New Bridge Street 


4211 
London EC, 
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£50 AND LEICA LEADS TO PARADISE 


" EN 1938, Hungarian-born young 
Zoltan Glass entered this country 
with £50 in his pocket. one Leica 
“ater ind plenty of ideas. Last Friday |! 
looked in at his new photographic 
tudios at Paradise Walk, Chelsea 


PRO from the sea 


? N joining Patrick Dolan and 
Associates as public relations execu- 
tive for the British Trawlers’ Federa- 


; Even if they were not among the tion, Conor O'Brien will hardly 
ross finest | have ever scen, one has oply “suffer a sea change.” Indeed, a 
mee! to look at Mr. Glass’s work for good deal of his very crowded and 

; such accounts as Schweppes, D. H adventurous 

Evans, Ryvita, Jaguar, Watney's life has been 
to name only some of those in this spent al sea 
country—to realise that he has done Aged 30, 
pretty well for himself, which ts married, he 
not surprising, in view of the excel went to sea 
lence of the many photographs in 1941 as a 
s exhibited at the studio house- “jungman”™ 
= warming (deck appren- 
Originally a painter. forced by tice) = the 
the cconomic depression in Middle sb daah bed 
Europe to search for other ways of h P ¥ Dich 
carning a living, Mr. Glass has a ie a 
worked in nearly all the capitals of the N oe bo 
Furope—in films, theatres, factories | maha elias 
1s a might watchman, carrying coal ool sine 
sacks in harbours, and in journalism ar Sr aaliiel 
For cight years he was official § tyice around the world, . 
geo to the yet Afterwards he went to Oxford 
o., travelling to race mectings wit and took an honours degree in 
them all over the world English, and has since worked for 
Mr. Glass ts handled by Artists the Rand Daily Mail, Reuter’s, 
Partners. In April he will be joined. The People, Melbourne Argus, and 
, issocial photographer by Radio Australia, before returning 
Fh. Ward Hart, at present with to London in other jobs including 
Carlton Artists finally, the News Chronicl 


ADVERTISING MANAGER’S CORNER 


K=-DD. 


Nowadays three dimensions are just one too few to 
meet the increasing amount of competition at the 
point of you've got to add the vital fourth 
that reaches 
customer of the man who's left his glasses at home; 
the that gets the thriftiest housewife doing 
extravagant sums on her fingers; the magnetism that 


breaks down 


sale ; 


dimensional quality out and makes a 


magic 
the most cast-iron sales resistance. I! 
you want to see what we're getting at, take a good 
look at piece of Harris point-of-salary. 
and keep a tight hold on your 


a typical 
Take a good look 
money. 


distinetive showcards, clever cut-outs by 


HARRIS 


THE FIRM WITH EXPERIENCE 


HARRIS ADVERTISING LIMITED, 29/30 KINGLY STREET, LONDON Ww ! 
Telephone: REGent 3295/67 


Albert Milhado is a busy man 
London to his native Holland 
interests of the mass of foreign 


offices he stuck at his desk. 
left of the picture 


Enter King Tootal 


THe installation of a new presi 
dent at the Aldwych Club its a two 
faced affair' One face—during the 
actual installation—wears a formal 
expression But then comes the 
dinner ; the mask is ripped off; and 
derisive hilarity takes over 

Posters on the walls carried such 


observations as “Oughtn’t we to 
cheer our new president?” and (for 
the benefit of F. C. Hooper of 


Schweppes) “Only 319 Schwepping 
days to Christmas. Stock up with 
Bass right now!” And in view of 
Mr. Oughton’s recent travels. it was 
decided to instal him as King Toota! 
of Tieland (Tootal being a Craw 
ford account) 

Before a huge shicld covered with 
Tootal ties he was accommodated 
with a kimono and a red hat, to 
much waving of tridents. In fact 
the ceremony reminded me of a sort 
of a land version of the Crossing 
the Equator ceremony! 

While all this was going on there 


were constant interruptions in the 
form of imaginary and derisive 
phone inquiries—to all of which 


the new president replied with ready 
wit. F. Howard Potter (the chair 
man) and Mr. Hooper (retiring 
president) also stood up well to a 
good deal of verbal assault and 
battery 

Everything went off 
fully that it only afterwards 
that one realised it must have 
meant a good deal of work by the 
entertainment committee 


Testing conditions 


MEANUFACTURERS who would 
like to have their products tested 
under Antarctic conditions, cither 
for pure research or for subsequent 
publicity purposes, are being offered 


$O SUCCCES- 
was 


tie-ups with the South Georgia 
Survey 1955-6 

Led by 4i-year-old Duncan 
Carse, who has been described as 


1 “free-lance explorer,’ the survey 
of the sub-Antarctic island of South 
Georgia is being carried out under 
appalling geographical and weather 
conditions that test gear and equip- 
ment to the utmost 

Mr. Carse’s efforts are being sup 
ported by British industry As on 
Previous expeditions, he is willing 
to take South with him specitic items 
of equipment supplicd by manufac 
turers and submit reports on these 
items when he returns. He is also 
prepared to provide photographs 
and accounts for publication in 
house journals and similar litera- 
ture. Mr. Carse, who can be con- 
tacted through the Royal Geo 
graphical Society. will be going 
South in August 


He broadcasts 

ind he 
journais 
when the builders moved in to modernise his Cromwell Road 
So did his co-director 
Now all is calm again in Milhado’s modernised 


1yss 


FEBRUARY 1I7 


several times a week from 
dashes all Europe in the 
he represents in Britain fF 
Kensington 
R. Morpurgo, on tr 
office 


over 


‘en 


Back from his travels Hubert 

Oughton was confronted with tus 

menu illustration at the Aldwych 
Club dinner 


Publisher’s plugs 


SOME first-rate free publicity on 
the American radio was obtained 
by Norman Kark, publisher of 
Courier, during his recent business 
trip to the United States. He was 
introduced on the air by the noted 
commentator George Hamilton 
Combs, who questioned him to 
ilmost half an hour on the reading 
habits of the two nations and on 
the special qualities of the two Kark 
publications. Courier and th 
London Mystery Magazine. Combs 
referred to the former as the “Rolls 
Royce of magazines” without a 
peer in America. It’s interesting to 
note, by the way. the prestige of the 
name Rolls Royce in America! 

Altogether, Major Kark did three 
broadcasts over there 


CONTACT 
WEEK'S WISECRACK 


~ 


* Since he went to the Clas- 
sified Advertising Confer- 
ence he’s been asking for 
his ‘smalls’ to be set &pt. 
Berthold light grotesque in 
two colours with a floral 
border.” 
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There’s no stopping 
The Aniverse 


266,358 


SEE HOW IT RISES 1.B.« 
231,820 
234,446 


fyerage weekly net sale 
for December, 1954 


January to June, 1952 


July to December, 1952 
January to June, 1953 238,889 


July to December, 1953 - 241,995 
January to June, 1954 255,140 


July to Dec., ,, 261,146 


Once again The Universe tops a new 
circulation peak. Let us see what 
this circulation means in terms of 


readers and markets. 


Children Lniverse National 


Average 
s 


birst take READERSHIP National Coverage —and Specialised Appeal 3 


The Universe was the only religious weekly In terms of readership and markets The > child ; 
» . CMe . 


Universe can justly claim to give national : chil . 
3 child orn ty 


to figure in the recent IIPA Readership Survey 
This Survey gave a total estimated readership coverage— strong not only in actual number 
of 585,000 based on the July to December, 1953 but also intense for a large and important Children / are many——and must be 
ABC sales figure of 241,995 The same 
eadership average applied to the July to 


December, 1954 ABC sales figure of 261,146, 


In addition satished 
The Universe makes a specialised appeal to 


us readers which gives it attention-value wel! 


cross section of the community 


In quantity juality, The Universe offer 


market w advertisers cannot afford to 


gives a current estimated readership of 631,000 


And now MARKETS 


If this Universe readership is related to the 
otal population and applied to national 
sales in various commodity groups, the 
following striking information emerges con 
cerning the annual market potential represen- 


ted by The Universe 
Groceries nearly £15,000 
Other Food Products nearly 14,000 
Clothing over 11.000 
Hardware nearly 2.75 
Furniture nearly 3,250 
Confectioners 


Tobacconists, News Agents over soo 


These figures are based on the Board of Tra 
Census of Distribution published in 


Advertisement Director 


FIELD HOUSE, BREAMS 


above the average 


Readership quality, too, confirms its value 
The Universe offers a national market that 
must be of interest to advertisers of ever 
kind of domestic product and service The 
following figures, based on the IIPA Reader 
ship Survey for 1954, afford powerful evidence 
of this readership-quality 


1. Class Universe National 
Average 

Upper ; 

Middle 25 23 


Higher purchasing power means higher adver 


‘ising returns 


Universe ‘National 
Average 
2 earners w w 


2. Earners in the family 
} earners or more 25 17 


More earners mean more buyer more result 


Aniverse 


THE CATHOLIC FAMILY NEWSPAPER 


Bernard J. Kirchner, ¢ 
BUILDINGS, LONDON, E.C.4 


gnore 


The Universe also offers BULK market sales 
Many large im titutions such as Catholic boys 
monasteries 


seminaries read The Universe 


ind girls schools, convents 
rphanages ar 
ery week These institutions are heavy 
buyers of a ve wide range of products and 
r00ds This bulk business to which The 
Universe can introduce advertisers as no 


wher medium can 


Memo for Space Buyers 


At £2.10.0 per s.c.., The Universe costs only 
’ 3d. per 1,000 of circulation —and less than 
i. per 1,000 of readership. No wonder its 
lisplay columns regularly carry such a wide 
ange of products —many nationally renowned 
Lach week, too, the classified columns testi! 
o the sustained interest of Universe readers 


heir own paper 


’.B.E 
TELEPHONE 


CHANCERY 5216 


EF 
= 
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Publications News and Notes 


Beauty contest in promotion drive 


Spearhead of a new circulation 
drive for Dance News will be a The Irish News will reach its hun 
ballroom beauty competition to dredth anniversary on Saturday 
be staged in ten provincial towns. July 2. To mark the occasion an 
Twenty girls at a ballroom in | 8Page supplement will be pub 
y & i be we - & lished. The centenary number will 
each town wi e sciecte Y have a guaranteed minimum issue of 
John G. Havers, the paper's cir- 75,000 
culation manager, to enter the * * * 


competition. A final five will be First issue of Paint and Wallpaper 
selected and photographed in a Retailer has 36 pages plus cover 
group Photographs will be Twenty advertisers took space 
judged in London and the top * * 
town will be chosen Ideas on making furniture at 
Advertising in the local press home will be featured in next week's 
together with posters will sup Woman. Step-by-step sketches 
port the contest in each town showing readers how to assemble 
The five winning girls will each ‘three handy household articles will 
he presented with a pair of shoes be —_— . e 
by Brevitt, perfume by Goya, a 
heauty casket by Max Factor. six To introduce House & Garden 
nairs of nvlons bh Berkshire colours for 1955, 73 stores in 
t , ‘ .S London and the provinces are 
Knitting (Ulster) Ltd an even taking part in a nation-wide colour 
ng bras by Gossard, a blouse by promotion scheme It coincides 
London Pride, a hair brush by with the publication of the March 
Kent Cosby, and a trip to colour number of House & Garden 
Londor linner and dancing at Each of the stores will feature one 


he Cafe de Paris and a theatre or more of the dummy rooms that 
“it Dance News are shown in the 20-page section on 
Ad nent rates for the colour and home decorating. Th 
ows oo lao, os © March issue is being heavily adver 
yurnal are being increased from = ticeg 
£} £1 10s. per column inch * * * 
Agents ¢ , n rapeping is being raised The highe st ABC net Paid sales 
from If i>) per cent in all Ireland are claimed by Ind 
* * * pendent Newspapers Lid.. Dublin 
4 64-page publication “Atomics Figures for the six-month period 
n the Service of Manki nd" is being July-December 1954 were: Irish 
published by the Daily Mail on Independent, 195,588 ; Evening 
M price 2s. It will have a Herald, 118.844; and Sunday Inde- 
‘ cove pendent, 380,995 
tT ressecd St “7 Tz ny. rir ss treateu 
r © vA dey ta te = Co., 14d, Gs easen Box 7117, Kent te 
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‘She’ debut 


Print order of “She,” the National 
Magazine Company's new Is. 
monthly magazine, launched to-day 
(Thursday), was in excess of 300,000. 
An extensive campaign using 
national and provincial newspapers, 
16 sheet posters, and d.c. bills is 
being undertaken. The publicity 
for “She” is the biggest campaign 
conducted by the National Maga- 
zine Company since the war. 

first number has 80 pages 
with over 40 pages of advertise- 
ments, many in colour. 

Advertisement manager is F. H. 
Ayre, and circulation manager Allan 
Boddy. T. B. Browne d. are 
the advertising agents. 


A new monthly, Mobile Radio, 
has been launched by the recently 
formed Mobile Radio Users’ Asso- 
ciation. First print order was 5,00 
Full-page rate is £5¢ 

* * * 

The Times Weekly Revjew, pub 
lished to-day (Thursday). includes a 
16page Survey of Banking and 
Insurance 


* * * 
Hatchwood Publications Ltd. ar 
aunching a new controlled circula 


tion publication, Modern Farm 
Equipment. The first issue wil! 
appear in April with a guaranteed 
minimum circulation of 15,000 
> * 7 
From next week the Motoring 
Weekly Advertiser wil! be increased 
to 48 pages. It will be backed by 
a publicty campaign 
* © a7 
The new standard advertisement 
rate for the News of the World of 
£35 per single column inch repre- 
sents 1.04d. per thousand copies 
not readers as stated last week 


Bigger page 
Page size of Vanity Fair is to be 
increased tq 8} in. by 114 in. from 
the March issue. It will have 148 
pages with full colour cover 
* * oa 
The February issue of World 
Fishing—the Annual Revicw Num 


ber—is the larges ver published 
It includes comments trom Members 
of Parliament wh« constituencies 
ure closely connected with the fish 
ing industry 

7 * * 


The Mining, [Electrical and 
Mechanical Engineer has reverted 
to a larger page size of 11} in. by 
64 in 

* 7 * 


Cheshire Life and Yorkshire Life 
MMustrated will both have record 
issues m size and advertisements in 
March. The former will have 
88S pages with 45 pages of adver 
tisements and the latter 48 pages 
with 254 pages of advertisements 
Lancashire Life wil! have a coloured 
cover commencing with the March 
issue. All three published by 
Whitethorn Press Lid 

. * * 


The average monthly certified 
net sale of Vogue last year exceeded 
142.500. The av monthly sale 
of House & Garden, for the same 
period, was in excess of 40,000 

* * * 

Print order for the March issue 
of Handyman, published by Do-It 
Yourself Ltd is to be increased 
to 75.000. The issue will be fea 
tured at the Daily Mail Ideal Home 
From the March issue the printers 
will be St. Clements Press 


1955 


We Hear 


The Irish censorship ban on Pic 
ture Post, in force since January 21 
has been revoked, and the periodical 
was on sale again in Dublin last 
week-end. The lifting of the ban 
followed an appeal to the Appeals 
Board. 


Pesruary 17, 


* * 


The Minister of Housing and 
Local Government has allowed the 
appeal of Lidstone Advertising Ser 
vice against Plymouth Corporation's 
refusal to permit an advertisement 
board at 132 Grenville Road 
Plymouth. 

* * * 

5,000 folders advertising Scar- 
borough as a location for light 
industry have been prepared. 

. * * 


Ex - Detective Superintenden: 
Robert Fabian gave examples of 
American murder-trial procedure in 
a luncheon talk to the Association 
of Circulation Executives last Friday 
A. McNab (Daily Express), chair 
man, presided. 


Cookin 

A series of cookery demonstra- 
tions with a difference, sponsored by 
the Gas Council and featuring “Bon 
Viveur” (Phyllis and John Cra- 
dock), has been arranged for the 
coming year 
* * * 


To cope with fashion and textile 
accounts’ Glovers Advertising have 
opened a West End Office at 351 
Oxford Street. Orders will still 
originate from the agency’s Bouverie 
Street address 

* * o 


Peter Hope Lumley has been 
retained by the Incorporated Society 
of London Fashion Designers to 
handle press relations for a special 
fashion show being presented to 
Queen Soraya of Persia next Tues 
day at Hamilton House, Picca 
dilly, W.1 

* * * 

The address of Willington Adver 
using Ltd. is now 39 Corporatior 
Street, Birmingham, 2. 

* * * 

2,000 directors of business, pro 
fessional and trade organisations 
were sent a Valentine card by the 
Trocadero 

* * . 

British Electro Metallurgical Com 
pany sent a “mock” Valentine card 
to over 2.000 steel producers and 
iron founders 


Looking 

Headed by W. M. York, executive 
director of E. K. Cole’s Publicity 
senior members of the Ekco pub- 
licity department recently toured the 
Daily Express offices and watched 
the first editions of a paper being 
run off 

* * 7 


The British Man-Made Fibres 
Federation's first-ever exhibition 
devoted exclusively to children’s 
wear will be held at their London 
headquarters, 138 Piccadilly, W.1 
from Friday February 25, t 
March 11! 

* * . 

The Good Housekeeping Institute 
In association with the Gas Council 
have compiled a booklet of sug 

plans for kitchen designing 
the appropriate furniture, fittings 
lighting, heating and equipment. It 
contains 48 pages fully illustrated ir 


colour and black and white 
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Your 
“SILENT” 
NALESMAN 
in 
NORTHERN 
IRELAND 


An integral part 
of the 
United Kingdom 


Read in the homes of every hamlet, village, 
town and city throughout the whole of the 
important industrial and commercial territory 


Helfast Celegrap 


- ROYAL AVENUE, BELFAST 
eee - $92 FLEET STREET. EC 4 
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Rugger report in ad 


on night of match smooth hands drive 
An 11 in. triple advertisement 


th \ to World ‘No more red, rough. chapped 
tor ¢ ews oF the orld in “ — ~ . S = hands! Make ther smooth and 
ireland Saurdey Nett carried EXtensive advertising for nylons ™ he tem sneets se 


white quickly w on Su 
the result and full report of the atex gloves Ss the theme of a new 


ireland v. England rugger match, with ‘run-proof tops and toes campaign to be launched by 


played that afternoon. The paper London Rubber Co. Lid., for the 


Large spaces for 


was on sale at 5.30 p.m. Placed Starting this month an extensiv introduced and tested in America iter alcove 
by the Robert Freeman Co., national advertising campaign ncorporates Nylac ps and toes I} , b , 
; Ltd., the report was handled by introduce a new type of Berksh which are claimed to be pro __ fhe promotion, believed to be th 
a a Havdn Tanner. the News of the nylon stocking is to be launched igainst : ind tox largest ever launched tn this countrs i 
‘ World man covering the match he national press sdders sor Sms LYPe OF progact, ts Cu 
The scheme will be using half F I i f ; semenis Start at the end of this month 
: pages in the Daily Express, larg describe he laur of the he nauional press Half-pages 
Record boost for spaces in the Daily Mail, Sunda stockings as the ° stocking the Daily Express and Daily Mirror 
* . Express Woman Woman Ow ews since nylons ate that the 13 in. by S columns spaces in th 
Irish Linen und full-colour pages in Vogue product has been a sensation in News Chronicle and a  full-pa ge 
Their largest advertising cam Everywoman, Modern Woman and America Agents are Legget Good Housekeeping will be used 
gslan since the war. is to te many similar fashion magazines Nicholson & Partners Ltd. Agents are R. S. Caplin Ltd. 
launched by the Irish Linen Guild Sepport ing this a spaces he 
‘a his month Full-pages in colour rade press are also Deing Uuscc ! 
: nd black and white will be used The new stocking. which was os =| CURRENT ADVERTISING AT A GLANCE 
Rig n women's magazines The drive 
| will continue throughout the year ° . 
Theme of the campaign will bx Ne display piece Accounts stockings with Nylace. (Legge 
Ther nothing like Irish Linen P Nicholson & Partners Lid.) 
Agents are London Prem Suchanes will not fall over LANCOME perfumes and beauty LONDON RUBBER CO. LTD. 
x Ltd. " preparations, advertising in th using half-pages in Daily Expres 
Extensive advertising in womer ng F ail pre 
KF »| il 7) i : magazines will feature a doll. a nev t K for David Macaulay Adver and —_ Mirror large spaces in 
“ue OU scnhenie counter display piece to be dis tising Lid. Campaign in women he ane — and ful 
Heating b ans o ‘ s buted by the Tebilized Trade Mark magazines : . pages in Good Housekeeping tor 
feating by means of fucl oil i = i “ THE BRITISH STEEL CON. rubber glove campaign. (RK. S 
v subject of a new campaign which Users Association STRUCTION ¢ ; Caplin | - 
has been launched by Shell-Mex and The weighted doll. which is on ; for Bem: iy 4 a ee ‘ AL ES a CAMEL H 
BP Lid round base, cannot be pushed ov a eee” eee ? , ? AIK 
i GRAUER & WIEL LTD. manu COATS, styled by Micha 
*y Larg paces hav wen taken in lt carries the words “I recover facturers of polishing material Shirend auiaa wienen’s mas 
Country Life, Ideal Home, Good ike fabrics marked Tebilized” and ind compounds and clectro zines and trade press for sore 
ousekeeping an 1 extensive list . as a tch to symbolis« ; 7 c =e " . " 
of d oo “Or cai Bee A eae “The Magic ae on aecenee ee =o HENRY A ey utd.) 
— Wek s K we Ideal Home of the Mark ; CLAUD RYE LTD. CLAt D RYE using RT /< — _—- 
rOW ykenham Abbey, which, th Advertising for the Tebilized BEARING LTD. CLAUD RYE for Swift Plate brand stew 
Pp ilies, has “70 rooms on three Trade Mark Users’ Association (EXPORT) LTD... for Mayfair steak. (E. W. Barney Ltd.) 
loo » keep warm—only oil fucl handied by W. S. Crawford Ltd. Advertising Ltd SORELLA FOAM BATH osv 
; id do A sily and so cleanly The doll has been produced | HORSTMAN | itp. for West extensive list of women’s mag 
: uc S. H. Benson Lid. Manhatten Displays Lid Advertising zines and large spaces in trad 
LEWIS BERGER (GREAT BRI journals. (John Haddon & Co 


TAIN) LTD. (campaign in 


td.) 
nationals and magazines): EMU IRISH LINEN GUILD using 
WOOLS LTD. (from April 1) tensive list of magazines fo 
COMMISSION = DE PROPA record ¢ 


impaign. (London Pr; 


GANDE DE COMMITEE DE Exchange Lid.) 
LIAISON DE L’AGRUMICLL- TEBILIZED TRADE MARA 
FOR TURE peg nga tet LSERS’ ASSOCIATION = usin: 
(national c im autumn) womens magazines iW Ss 
MINIM oO DI ( HIT. DREN'S Crawford Lid.) 
PHOTOGRAPHY WEAR) LTD. (campaign in FORMICA laminated plastic usin 
national and trade press); WEST- women’s magazines and trad 
WITH WIT MINSTER PROVINCIAL _ press. (Graham & Gillies Ltd.) 
NEWSPAPERS LID. (campaign CARLSBERG SCOTTISH IM 
being prepared): FORTE’S & PORTERS LTD. using Scottish 
CO., LTD. (from March 1}. cam ind provincial press. (Rex Pu 
paign being prepared): LAVEYS licity Service Lid.) 
OF OXFORD STREET (cam FACELSIOR CORSETRY us 
paign in London evenings and womens magazines and trad 
provincial press) sccounts for journals. (Bemrose Publicity C« 


C. J. Lytle (Advertising) Ltd Lid.) 
= SHELL PETROLEUM CO. CALEY CHOCOLATE using lore 
LI 


D. hav ppointed Auld & spaces in national dailn 
Tilbury Lid co-operate in the (Osborne-Peacock Co., Lid) 
handling of their advertising in WALPAMUR CO. LTD. using 
he technical pr half-pages in Daily Express and 

Daily Herald, \arge spaces in 


Campaigns national dailies and Sundays 


acts evening papers and weeklies, and 
SHELL MEN & BP LTD. using provincial press for Walpamu 


full-pages in we magazines and water paint and Duradio Ename i 
xtensive trade press rdve rising (Osborne-Peacock Co., Lid.) 
for fucl oi space heating cam al ie 
paign. (S. H. Bensor 1 id.) RONSON using = larg spaces 
national press and womens mag 
MANSFIEI D SHOF CO. LTD. zines for new range of hom 
using larec ces im women > ighters Hi If-pages in th Dai 
magazines and trade press for Express and large spaces in oth 
Devonshire shoe spring cal national daily and provincia 
paign. (Brockic Haslam & Co papers, and men’s magazines for 
Lid.) Ronson electric dry shaver cam 
HELLAWELL sports trousers and paign. (Mather & Crowther Ltd.) 
STOIC boys’ shrinkproof shorts SWALLOW  rainco using half 
x using national dailics and Su pages Daily Express, large 
days and trade press (Heslock spaces in Daily Mail, Mlustrated 
me ; Lid.) Picture Post at : trade press 
= BERKSHIRE stockings using halt (Mundy. Gilbert Troman.) 
represented by ARTIST PARTNERS Ltd. Se the Dal Esch ond ©=MAENSON DUO clothes using 
larg spaces 1 De Ma national daily press Londor 
44a Dover Street, London, W.1 Hyde Park 9941 (ten lines) Seceter Exoress and talkewers venings. provincial acwspape: 


women’s nagazin nd j iwazines and trade 
, 


commissioned by W. S. CAINES LTD ors > emreduce | Wevkahiee (Saward, Baker & Co. Lid 
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AT THE HEAD OF 
THE COLUMN IN IRELAND 


@ This is the position held in Irish Journalism by the publications of 
Independent Newspapers Ltd. of Dublin. The reason , 

Just because the great majority of newspaper readers in Ireland favour these 
publications more than any others in the whole country. And this has been so 
for 50 years. 


The “Irish Independent”, the ** Evening Herald” and the “Sunday Independent” 
individually and in the aggregate—have the highest A.B.C. net paid sales in all 
Ireland. 


Here are the latest Average Net Sales figures as certified by the Audit Bureau 
of Circulations. They cover the six months’ period July-December, 1954. 


“IRISH INDEPENDENT 


Daily Average 


195,588 


EVENING HERALD “SUNDAY INDEPENDENT 


Daily Average Weekly Average 


118,844 380,995 


*Only Irish MORNING and SUNDAY newspapers in membership of the A.B.C. 


It has been the privilege of Independent Newspapers, Dublin, for half-a- 
century to be included as a “must” in every significant Irish Advertising 
Campaign released through Irish and British Advertising Agents or placed direct 
by Advertisers. 


This, we suggest, is a fine record—obviously fully warranted by the 


outstanding sales results achieved in the All-Ireland market 


London Manager idvertisement Manager 
L. C. BLENNERHASSETI FE. C. MAGUIRE 
118 Fleet Street, London, E.C.4 aoe ne Independent House, Dublin 


ADVERTISER'S WEEKLY 


a» 
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AS CEL Ele 


<a eee 


¥ 


Over 1,000 replies have already been 
received by GEC from this full-page 
advertisement which appeared in 
the “Manchester Guardian’’—one of 
the “Guardian series on careers. 
The advertisement was prepared by 
the GEC publicity organisation in 
conjunction with Kingscot Lid 
The drawing was by Eric Fraser 


IPR DINNER 


Viscount Swinton, Secretary of 
State for Commonwealth Rela- 
tions, will reply to the toast of 
Her Majesty's Ministers, pro- 
posed by the president, Lex 
Hornsby, at the annual dinner 
and dance of the Institute of 
Public Relations next Friday. 


edovguvantebenmu?™ ‘Device to sell 


unbranded 
articles’ 


Wholesalers and retailers 
should be entitled to a fair mar 
gin of profit on their goods and 
services. Price cutting was 
merely a device to induce the 
purchase of unbranded articles, 
declared C. W. Chesson, chair 
man of the Ireland branch of the 
Incorporated Sales Managers 
Association, at the annual dinner 
of the branch in Dublin. 

Mr. Chesson was proposing the 
toast of “The Future of Irish 
Industry” at the function, which 
was attended by over 100 ISMA 
members and their guests 

The Lord Mayor of Dublin 
(Alderman Alfred Byrne, TD) 
proposed the toast of the Asso 
ciation, to which T. A. Morar 
replied. 

“Our Guests” was proposed by 
W. D. Fraser, and acknowledged 
by Major-General Sir Charles O 
Harvey, president, Irish Manage- 
ment Institute 

During the evening two new 
associates, J. L. Johnson and 
>. L. Cox, received their certifi- 
cates. 

Guests included Dr. T. J 
Kiernan, Irish Ambassador to 
Australia, Mr. P. J. Crotty, 
Parliamentary Secretary to the 
Minister of Industry and Com 
merce, and Stanley Talbot 


432 


record : 


tutional and 


Street, E.C.4. 


FULLY EXPERIENCED 


TECHNICAL AND 
ADVERTISING MAN 


WISHES TO CONTACT AGENCY OR 
ADVERTISER WITH VIEW TO HIGH 
LEVEL APPOINTMENT 


Mechanical and Electrical Engineer, Chart- 
ered (A.M.1.E.E., A.M.1.P.E.), with following 


Ten years’ advertising with managerial 
responsibility for numerous accounts, insti- 
technical. Eight 
technical selling and seven years’ profes- 
sional practice in mechanical, electrical 
and aircraft industries. 


London area preferred, although attractive 
propositions elsewhere also invited. 


Box 10093, Advertiser's Weekly, 180, Fleer 


years’ 


£75 a month for 
daily radio 
programme 


Big audiences await British 
radio-show sponsors in French 
and Spanish Morocco, Spain, 
Gibraltar, and Portugal, reports 
James Davison, who is at present 
in London to promote interest 
in the programmes from Radio 
Tangier in Morocco. 


“Soap operas” serialised 
dramas, recorded in Spanish on 
tape with episodes of from 15 
to 20 minutes’ duration—are 
already attracting British spon- 
sors, he states, owing largely to 
the fact that the cost of present- 
ing them, with an episode each 
day from Monday to Fri- 
day, is only £75 per month with 
a reduction to £60 per month for 
six months or more. 


Other programmes on _ the 
medium wave transmitter cost be- 
tween £20 and £30 per hour. 


Radio Tangier (medium waves, 
10 kW) sends out transmissions 
in Spanish and English, and 
Radio Tangier International 
(short waves, 50 kW) in French 
and Arabic. Morocco remains “a 
potentially important and com- 
paratively untapped medium for 
British advertising,” says Mr. 
Davison 


This display featuring general rail 
way travel has been specially de 
signed for the window of the British 
Railways Office in Victoria Street 
$.W.1. Many coloured photographs 
»f places of scenic and architectura 
interest are included 


‘Human’ angle 
to Army PR 


As PRO to the War Office 
Brigadier Nigel Dugdale is 
responsible for public relations 
for 1.200.000 people, covering 
the Regular Army, reservists, TA 
and Home Guard. Some of the 
problems he had to tackle he 
described to the Institute of 
Public Relations luncheon meet 
ing last week. 

He said that good public rela- 
tions must be based on good pri 
vate relations with all those indi 
vidual people. Mutual under 
standing between the Army and 
the public was essential. One of 
the means of assuring this was to 
get units to integrate themselves 
with their localities, both at home 
and abroad 

“The general intention is to 
maintain the goodwill of the 
Army and confidence in its 
leaders. This is essential for 
moral, recruiting and prestige 
we want people to be proud of 
the army.” he said. “The future 
of the army is determined by 
public support.” 

Above all they tried to be 
“human” in everything they did 


Higher 1954 newsprint imports 


The freer trading in paper per- 
mitted by increased currency allo- 
cations in 1954 is reflected in the 


Dyers to see TV 


Members of the National 
Federation of Dyers and Cleaners 
(Public Relations) will see a selec- 
tion of British and American 
commercial TV films at the end 
of their annual meeting next Wed- 
nesday. The programme is being 
arranged by Legget, Nicholson 
and Partners Ltd 

A talk on the future of TV 
advertising will be given by 
Byron Lioyd (Pearl and Dean 
Ltd.) and both he and W. J. 
Fenwick (Legget, Nicholson) will 
answer questions. 


large increase in imports in that 
year. 

Figures just issued show that 
Britain imported 903.217 tons of 
paper and board last year, or 
about 48 per cent more than in 
1953. Newsprint imports show 
a substantial increase to 327,426 
tons, kraft and imitation kraft 
paper rose to 122.534 tons, and 
strawboard and strawpaper, used 
chiefly for boxes and cartons, t 
120.703 tons. 

Britain’s export trade in paper 
did not expand at the same 
extent. The 1954 total amounted 
to 277.525 tons, an increase of 11 
per cent over 1953. A substan 
tial contribution was made by 
newsprint, exports of which 
amounted to 127,697 tons, over 
3,000 tons more than in 1953 
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Winners of the George Hall Trophy for the Best 
between 40 and 70 square feet 
Display Producers and Screen Printers Associatio 


ROBERTS POSTERS 
GLOUCESTER Phone 22842 


TRADE SILK-SCREEN SPECIALISTS 


16 SHEETERS 


AND BUS STREAMERS 


History was made last June when— 


TOY & GAME 
MANUFACTURE 


became the first journal in the world exclusively 
devoted to the manufacture of toys, games, sports 
equipment and amusement novelties. 


Serving a large and expanding British industry, 
this lavishly produced monthly magazine has been 
welcomed by its readers for the excellence of its tech- 
nical information. The advertisement pages, supplying 
valuable data on production aids, are studied with keen 
interest. 


Manufacturers of toys and games are spending 
many millions of pounds annually on plant, equipment 
and material. 


_ To advertise in TOY & GAME MANUFAC 
TURE is to be assured of the detailed attention of the 


industry's production directors, designers, chief en- 
gineers and purchasing agents. 


TOY & GAME 
MANUFACTURE 


125 Oxford Street, 
London, W.!. 
Gerrard 0953 


31 Richmond Hill Road, 
Edgbaston, 
Birmingham, 15. 
Edgbaston 2628 


FeBRUARY 17, 1955 


This window display took first prize in the international competition 
organised by Hindsgaul of Copenhagen, suppliers of window display 


models It belongs to the Richard 


lesigned by J. Y. Dick, display 


Shop in Regent Street, and was 
w.s 


manager of Richard shops 


Crawford Ltd. are Richard Shops’ agents. 


. . 
“Top-quality’ was 
* 

For the first time since the new 
Merchandise Marks Act came 
into force, summonses have been 
issued by the Retail Trading- 
Standards Association alleging 
false application of a description 
of “quality” according to a classi- 
fication commonly used or recog- 
nised in the trade 

When the summonses were 
heard at Bournemouth last week, 
Mrs. Hetty Lester, trading as 
Spillers of Bournemouth, pleaded 
guilty to applying the descrip 
tion in an advertisement of “top 
quality” to flannelette sheets 
which were in fact of imperfect 
quality At the same time, the 
defendant pleaded guilty to 
applying the description “wool” 
to Witney blankets which con- 
tained over 70 per cent of rayon 

Defendant was fined a total of 
£50 and ordered to pay 50 guineas 
towards the costs of the prosecu- 
tion 

E. M. Eastham, prosecuting for 
the Association, pointed out that 
he did not have to establish that 
the defendant was trying to cheat 

For the defence it was stated 
that there had been only a tech- 
nical mistake and the public had 
not suffered. 


false description 


Rank in Ireland 


The Rank Group have ac- 
quired 11 theatres in Northern 
Ireland, formerly controlled by 
Irish Theatres, Ltd. A new com 
pany will be formed with the 
title Odeon (Northern Ireland) 
Ltd. George Lodge, who hither- 
to has been responsible for the 
booking policy, has taken over 
aS Managing director. 


New film cabinet 


New portable equipment has 
been introduced by E. K. Cole 
Ltd. to enable films for commer- 
cial TV to be presented on a TV 
screen and cabinet with a rear 
projection unit. 


£5.000 for TV 


Brighton Publicity Committee 
are asking local hotels to back a 
plan to have a spot on commer- 
cial television to publicise the 
town. They point out that rates 
are not yet known but £5,000 is 
“the sort of figure” they would 
like to have to spend. : 


—=COVER 


Details from: 


COUNTY BOROUGH ee 


HOLIDAY GUIDE 


COMPETITION 
175 gns. in Prizes 


DIRECTOR OF ATTRACTIONS & PUBLICITY, 
ROOM A, TOWN HALL, 
BLACKPOOL 


OF BLACKPOOL 
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CLASSIFIED ADVERTISEMENTS 


BR STO STUDIO a: hopes .~ — es. per = _ per oe — a. 
| L ED, 3s. per lime, 35s. ner display panel inch. other 


classifications, 4s. per lime, 45s. per display panel inch. Minimum, 3 lines. Box No A FASCINATING JOB 
charge. one line plus Is. : 


, covering postage, etc. Series rates on application: all 
requires advertisements under seven insertions MUST BE PREPAID. Address “* Advertiser's and 
Weekly.”’ 180 Fleet Street, London, E.C.4. CHAacery 8844 (Ex. 25) 


REPRESENTATIVE A LARGE INCOME 


is offered to 
for technical and Situations Vacant + “* The engagement of persons answering these advertisements must 


be made through a Local Office of the Ministry of Labour or a Scheduled Employment in r- 
general art work Agency if the applicant is a man aged 18-64 inclosive or a woman aged 18-59 inclusive a man of outstanding pe 


unless be or she, or the employment, is excepted from the provisions of the sonality and wide experience, 
Notification of Vacancies Order 1952." who knows the Point-of- 


Hard work—no easy-street — Sale and Display Business, and 


be , . re- can make and handle large 
sponsiiity and GOOD PROS JUNIOR ARTIST 


national accounts, working 


de London. 
conten ta aus aeaeue Mae oe REQUIRED IN SWEDEN Se ee Ee 


This is not a fairy tale offer. 
small but ambitious business. We advertised similarly a 
Salary and generous commission. 


~ year ago, and the successful 
Sweden), write to us. We need an additional artist in our applicant's income was well 
studio. Interesting and varied work for the right person 


Swedist 4. Enclist ‘. i Sul over £3,000 his first year. 
Swedish an nglish speaking colleagues. Salary com- 

INDUSTRIAL ART Services mensurate with ability 
BRISTOL Telephone 36592 

174 Whiteladies Road, Bristol 8 


If you are a commercial artist, young, ambitious and interested 
in developing your agency experience abroad (Gothenburg, 


Write or Phone 


; Box 0073 
Send particulars of experience, and specimen of work to 


Advertiser's Weekly 180 Fleet St EC4 
ROLF COLLIANDER, PRODUCTION DEPARTMENT 
EXPERIENCED WOMAN JOURNA.- A. B. SVENSKA TELEGRAMBYRAN corure Al COPYWRITER. with en 
LIST and male or female Assistant GOTHENBURGH ¢ SWEDEN pb muund required in 
r staff magazine jon ares for preparation 
organisation in 


pr action o sales iterature 
ies will be to con- ADHE SIVES Mes sfacturers .eer ) COMMER( TAL ARTIST required nowled 
regular staff con- ex co erson t t o 


i 
and collabora- 
and production entails } you 
Junior Assistant, with experience for leaflets fini ed artwe ne lettering ‘ 
magazine and general literature s etc Write, stating previous experi ‘ Weekly 180 Fleet St BC4 
out and production. Apply, stating = COLOUR RETOUCHERS wanted for — FIRST-CLASS Mail Order Howse 
age, experience, and salary required, sion of colour section. Vacan- Box 9991 Ad. Weekly 180 Pleet St EC4 juires the services of a competent 
t Box 426 Dorland Advertising, ; for Senior Artists and improvers RETOL » HING ARTIST (top-grade Copywriter Journalistic experience 
Lid 18/20, Regent Street, London ood wages, bonus and superannua- requ by leading London { be an advantage, as duties wil! 
S.W.1 on schemes Write or telephone for mercia St udio Outstanding oppo fe the editing of News Bulletins 
COPY CLERK TYPIST (15-18) required appointment to Art Director, Studio tunity for man with at least five y ed t customers Please give 
Lond Office, Bristol Evening Post r td 118 Chancery Lane experience in retouching for repro of age, experience and salary 
Central 8261 for appoint- ndon W.C.2 Tel CHAncery juction Writ 


e 
Box 9926 Ad. Weekly 180 Fleet St BC4 Weekly 180 Pleet St BC4 


Account Executive 


to concentrate on one COPYWRITER 


institutional account 


of absorbing interest WANTED 


Large Agency” experience essential The better you are the better the salary that awaits 
with proved creative ability (in the you. But you must be good 
. Se Sot sd We have lively and interesting accounts and our 
widest sense) and the initiative to use it ; 
service is based on copy-thinking. 

‘ sedi : = 1t 37 ‘ 
without hand feeding. Top age limit 37. You should have had at least four years’ ex- 
Good salary and excellent prospects. perience as a senior copywriter. 

Mark your letter confidential (it will be treated 


Institute of Practitioners in Advertising as such) and address it to 


Send details in confidence to 
MANAGING DIRECTOR 
BOX 0014 
ADVERTISER’S WEEKLY 180 FLEET ST 
EC4 McCANN-ERICKSON ADVERTISINGLTD. 


Present staff are aware of this advertisement BRETTENHAM HOUSE, LANCASTER PLACE, LONDON, W.C.2 


THE GENERAL MANAGER 


‘Phone your classifieds to CHA 8844 (Ex 25) 


OO —SSSCSC‘CSCiéC 
as _ Re ee ee 


ADVERTISER'S WEEKLY 


SENIOR 
ARTIST 


wanted to lead 
London 1.P.A. studio 


Here is an opportunity for 
a first-class creative man. 
He must have a fine sense 
of layout and presentation 
and capable of a high 
standard of finished art- 
work in black and colour 
This experience should 
enable him to supervise 
the work of a small studio. 


Please send details of age, 
an outline of your ex- 
perience, and salary require- 
ments to 


Box 0063 


Advertiser's Weekly 180 Fleet St EC4 


Situations Vacant: “ 


. or the employment, 
Notification of Vacancies Order 


436 


‘CLASSIFIED ADVERTISEMENTS 


The engagement of persons answering these advertisements must 
be made through a Local Office of the Ministry of Labour or a Scheduled Employment 
Agency = = applicant is a man aged 18-64 inclusive or a woman aged 18-59 inclusive 
unless is excepted oe S the provisions of the 


Immediate eppermiment 


TOP FLIGHT REPRESENTATIVES 
REQUIRED BY 
LEON GOODMAN DISPLAYS LTD. 


Salesmen experienced in point-of-sale display preferred but men of general 
experience and exceptional sales ability considered. 

Those accustomed to earning not 
tacting are the men we need 


a ” letter only to 


less than £1,500 a year and top-level con- 
They should be able to talk with knowledge 
on marketing and merchandising problems and should preferably have ex- 
perience in a wide field of retail trades 

Permanent position—generous terms—-salary, c 
probationary period—some accounts available. 


p car after 


19 Whitheld Street, Londen, 
giving fullest details of past career and earnings. 


d ye Led., 
w.t. 


A GOOD GENERAL ARTIST. 
I are looking for a genuine consc 
RETOUCHING ARTIST required for — a who can retouch ae 
'" counts Write or phone cal) and do good general artw 
SMH Advertising Services. Ltd with a sound knowledge of 
D ughty Street, W.C.1 Cc HAncery will be reproduced. Ring o 


Ameer. First - class Commercial chester Square, WI (WEL 
juired for London Studio 
M ive had considerable Studio SECRETARY. Immediate vacancy 
und be capable of hand- well-trained young lady with thoro 
riety of subject The posi- advertising experience in busy 
urry good salary Write ment. Regent Street Offices in 
t instance, to organisation Canteen 
Box 998 Ad. Weekly 180 Pieet St EC4 week. Excellent prospects 
AN ACCOUNT EXECUTIVE and a Box 0107 Ad. Weekly 180 Fieet St EC4 
Space Buyer required by West-End WANTED, Experienced Advertisement 
Ag Write, stating experience Salesman who could earn £300 ir 


r t ‘ 
Box 0109 Ad. Weekly 180 Fleet St BC4 


The Studio Manager, Smee's 
tising Ltd 3-§ Duke Street 


10 weeks 


jer 


dustr 
ive- 


We 
en 


tor 


sgt 


al 


Jay 


next 


Box 0113 Ad. Weekly 180 Ficet St EC4 


experience, 


quickly on type mark 


TELEPHON 


Typographers 


Typographers with a few years” 
either in an agency 
or studio, accustomed to working 
-ups and 
adaptations required immediately. 


Layout Artists 


Who can quickly produce crisp 
presentation layouts on own 
initiative or from Group Art 

Director's visuals wanted. 
(A flair for figure drawing 
would be an added advantage.) 


E ART DIRECTOR 


PRINT BUYER WANTED by London 


LPL_A A man with previous Agency 
experience of print preparation, pro- 
duction and typography and with 


knowledge of reproduction by the 
various processes. Must be a good 
Orgamiser im placing and controlling 


work This is a responsible and in- 
teresting post calling for a practical 
contribution to the production of 
high quality print A good salary will 
be paid to the right man Write, 
giving details of age, previous experi- 


ence, etc to 


Box 0017 Ad. Weekly 180 Fleet St EC4 


ASSISTANT TO 
ADVERTISING MANAGER 


required for the Advertising and 
Publications Department of substantial 
motor firm at Measham, Burton-on- 
Trent. He will be capable of designing 
print, able to do a certain amount of 
finished artwork and will be respon- 
sible for the production of monthly and 
quarterly magazines. This interesting 
and varied job carries a starting salary 
of £700. Write fully to Advertising 
Manager, Measham Motor Sales 
Organisation Led., Measham, 
Burton-on-Trent. 


DESIGNER LETTERING ARTIST re- 
c ed for ia rk 


juire € im progressive 
firm S p> e essential 
Please ating ous employ- 


sired 
180 Fieet St EC4 


} 
| 
| 


| 
| 
| 


Fesruary 17, 1955 


APPOINTMENTS VACANT 


IMPERIAL CHEMICAL INDUSTRIES 
LIMITED 


Dyestuffs Division, has two vacan- 
cies in the Publicity Department, 
which handles a wide variety of 
technical literature in many lang- 


uages. 

1. EDITORIAL ASSISTANT. 
Applicants should be not more 
than 30 years of age, have some 
knowledge of foreign languages 
and preferably have had editorial 
experience. Scientific or tech- 
nical education (at least Higher 
National Certificate) essential, and 
familiarity with the colour using 
industries an advantage 

2. PRODUCTION. ‘ ASSIST- 
ANT. Applicants aged 30-35 
should preferably be Agency 
trained or hold D.A.A., and be 
thoroughly conversant with the 
Letterpress, Litho and Gravure 
processes and the production of 
relevant Artwork. Must be ex- 
perienced in Casting-off, Type- 
layout and Make-up; have a 
sound knowledge of Typesetting, 
Paper, Inks, Binding and Process 
Engraving; be accustomed to 
progressing work through all 
stages and maintaining deliveries 
to a planned programme. 
Salaries in accordance with train- 
ing and experience. 

Please send applications in writing 
to Staff Dept. Hexagon House, 
Blackley, Manchester, 9. quoting 


title of vacancy. 


PRODUCTION. Agency in London re- 
quires a top grade Production Execu- 


trve to handle a number of very 
active accounts He should have 
previous Agency experience and the 


ability to take control 
accordance with experience 
Box 9986 Ad. Weekly 180 Fleet St EC4 


Salary in 


CANVASSER 


required by London Representative of 
publications in Latin America, Africa, 
U.S.A. and Europe. Telephone for 
interview, CEN 5952 or write Atlantic 
Pacific Representations, 69 Fieet 
Street, London, E.C.4. 


GOOD ALL-ROUND ARTIST in studio 
of IPA (London). Man with some 
years’ sound experience of layouts and 
finished artwork Pienty of oppor 
tunity for development on an interest- 
ing variety of work for both press 
advertising and high quality print 
Please give full detai is of age, experi- 
ence and salary required to 


Box 0062 Ad Weekly 180 Fleet St EC4 


Are you 

the 
Visualiser 
we are 
looking for? 


See page 42] 


McConnell's 


are looking for a 
top-class Senior Creative man 
who has been used to originat- 


ing and interpreting sound 
selling ideas in slick layout 
form. 


He will be required to take 
full control of our Dublin 
Studio. The salary will be 
commensurate with experience 
and ability Write in first 
instance giving details of ex- 
perience to 


The Resident Director 
McConnell’s (London) Ltd. 


St. Stephen’s House, 
London, S.W.1. 


‘Phone your classifieds to CHA 8844 (Ex 25) 
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CLASSIFIED ADVERTISEMENTS 
McCANN-ERICKSON Exceptional 


require experienced 
Assistant in ASSISTANT SPACE BUYER ADVERTISING 


Print Department REQUIRED FOR NATIONAL ACCOUNTS MANAGER 


2-3 years’ Media experience essential. Good required 
Must be conversant with all! 
printing peocteems sad haw permanent position for the right man. 
knowledge of mechanical pro- 
duction work An excellent 
opportunity for a man with 


by a Radio & Television manu- 
facturer (current advertising 


Apply : Personnel Director, appropriation £100,000 p.a.) on 


. N IDON ‘0. . 
these qualifications. JOH HAI D : & c¢ LTD . the outskirts of London. 
. Ss 11/12 Salisbury Square, E.C.4. 
Write giving particulars to: s The successful applicant will have 
G 1M Cent. 8156 already spent a number of years as an 
yeneral Manager, 
cCA cK ON Ad. Manager and will be thoroughly 
™ NN-ERI $s conversant with all forms of Press 
ADVERTISING LTD. SMEE’S are looking for a good Layout SECRETARY SHORTHAND - TYPIST advertising, Dealer publicity (includ 
BRETTENHAM HOUSE, Artist —— to join busy creative a 25) ——— for interesting ™ m ing display and literature), Public 
team Previous Agency experience, a ublicity Department of leading otor k 
ae m PLACE, sound knowledge of typography and Spirit Distributing Co Pension Relations and Exhibition wor . 
w.c.2. real creative ability essential Write scheme Staff restaurant Write will be capable of managing a small 
giving full details of experience. etc giving details of experience and salary printing department, and will be 
or ‘phone for an appointment with required, to Box AW 157, LPE. 55 h th c 
the Creative Manager, Smee's Adver- St. Martin's Lane, W.C.2 responsible for liaison with the com 


LAYOUT. Agency. situated in London tising Ltd.. 3-$ Duke Street. Man- pany's advertising agents at a high 
he services of a Layout chester Square. WI Tel. : WELbeck level. Previous experience of Radio 
of producing slick First 0774 


s zhs for presentation to chent Black & White Artist would be helpful. Good salary for the 
and who ws also prepared to visualise 


right man. Pension scheme. Write 


Only first-class men with considerable Required for Engravers, able to produce full details (in confidence) to 
Agency experience need apply. Salary Opportunity for highly finished lettering and line work 
according to ability ‘ from colour roughs, etc. Brenchley BOX 0114 
Box 9987 Ad. Weekly 180 Fleet St BC4 
Engraving Co., Ltd.. Burnham Sc., ‘ hly 180 Fleet St €c4 
GENERAL London Rd., Kingston "Phone Advertiser's Weekly ee 
LADY Kingston 7054 & 3699 
KEEN LADY Advertising Representative 
STORES ADVERTISING «nd Busines required by national fashion and 
SPACE BUYER Manager required by large firm in J magazine Must be cxperi 
: Provinces Applicant must be experi ed im selling space in specialised 
Space-buying department of small but Applicant with first-rate general ex- enced in furnishing trade. Please stat theld Write giving full particulars 
busy agency shortly requirin oun perience required for expanding firm when available and salary required { salary required 
Se cage ; A nen of Publicity Consulcancs, $.W.! ares. Box 0066 Ad. Weekly 180 Fleet St BC4 Box 0077 Ad. Weekly 180 Fleet St BC4 
lady, able to work on own initiative Retouching and ability to produce 
Must be capable typist to produce own technical drawings desirable. Salary 
schedules and issue space orders. according to ability. 
Extremely varied and interesting work 
as “one of the family Some know- Box 981) ° 
, 
ledge overseas media an advantage. Advertiser's Weekly 180 Fleet $t EC4 
Good prospects for keen worker with 
the right personality State age, - 
experience and salary expectation. ASSISTANT for Publicity Department 
of tu Stanton lronworks Co. Ltd 
Box 9980 near Nottingham. Knowledge of cata- 
Advertiser's Weekly 180 Fleet St EC4 logue design, typography and ability 
to write good English essential. Write 
ADVERTISEMENT DEPARTMENT of in confidence with age and full details 
. lee trade urna requires Sedy As- of experience to the Staffing Officer PRODUC I ION 
sistant as liaison between clients and LADY. experienced in typing Space and 
printers Applicant should have a Production invoices required for 
working knowledge of types, copy and Accounts Department of Advertising 
blocks. be s te and ; , Ager Five-day week Write SE( I ION I EADER 
an aptitude for det st . » stating age. experience and salary re- 


eal with general correspondence guired, to Sells Ltd Brettenham 
arising and should be able to type Hous Lancaster Place London 


Box GOW) Ad. Weekly 180 Fleet SECA | WC2 for P.W.P. Production Department. 


Another senna dened 
YOUNG MAN For a man of sound experience this is 
PRODUCTION a well paid job with excellent working 


ASSISTANT of good education; prefer- conditions. He will be required to 
ably aged 30/40 with some take charge of a Mechanical Production 

with ambition RiP elie a 
qunerel Tneutage of adver- Section and will be responsible for the 


tising and languages, to 
hy ne a —-* work on a number of national and 


train for ultimate control of 
offers scopetoa == - technical accounts. He will be ade- 
young man (ex Nat. Service) Export Advertising of large 
with some practical quately supported by able assistance. 
experience of general progressive industrial 4 ke = 
suadantion seuties organisation West of Pension Scheme. Canteen. 
ee ae, London. Salary accord t 
proof reading, adaptations, ° ang © ‘rite 7iving 4 ] 
keeping track, etc. Plenty enti -ait* ealiies Write, giving po re full partic pe 
ices eulee inti tions. Write details of age; of expe rience anc sa fy requires , lo 
eT comin experience; present occu- H. | tl Caffin, F. ie Prits hard, Wood 

“te ' + . . 
salary . pation and salary to & Partners, Lid., 25 Savile Row, 
HOWARD PANTON LTD. Bex 9960 ee: ee 

Kingsway Chambers, Advertiser's Weekly 180 Fleet St €C4 


162a, Strand, W.C.2 


‘Phone your classifieds to CHA 8844 (Ex 25) 
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CLASSIFIED ADVERTISEMENTS | EXUIRIRZEC 
PUBLICITY ASSISTANT seaue 


Situations Vacant : * The engagement of persons answering these advertisements must 
‘. be made through a Local Office of the Ministry of Labour or a Scheduled Employment 
wanted in an enthusiastic team respon- Agency if the applicant is a man aged 18-64 inclusive or a woman aged 18-59 inclusive : 

sible for advertising, sales brochures, unless he or she, or the employment, is excepted from the provisions of the who has the ageney experience, 
newsletters, exhibitions st home and Notification of Vacancies Order 1952."’ and now the desire to handle, on 


abroad, House magazine, p.r. and press her own initiative (for 5 days a 
liaison work. Young men, in the 


25—30 . who like pl ( week except for a fortnight’s 
ahi - an oath met hares = ARMSTRONG -WARDEN holiday) all phases of production 
send details of age, experience, past 


for a group of accounts in an 
appointments and salary required to want a g : P . 
the advertiser an aircraft engineering agency situated | minute from 


phan premises in the Manchester | GOOD VISUALISER South Kensington Stn., should 


write to: C. F. C., 18, Thurloe 
7 
Advertiser's ert Fleet St EC4 who has had experience of National Campaigns. He Place, S.W.7. 
must be design-minded but able also to produce 


EXPERIENCED RETOUCHING Artist advertisements to do a selling job. EXPERIENCED CHECKING CLERK 
required for large - mdon firm of required for Accounts Department of 
technical publishers Permanent situa- : : a West End Advertising Agency 

snder pleasant conditions. Super- Good conditions. Congenial colleagues. Holidays Sioaws, 95,305 deve. Welee. tation 


annuation fur ! Write stating previous arranged. Write giving details of experience and age, experience and salary required, to 
experience ar alary required j ‘ Box 0103 Ad. Weekly 180 Fleet St EC4 
Box 0082 Ad Weekly 180 Fleet St EC4 salary required to JUNIOR LAY OUT DESIGNER for 
SENIOR _— RETARY, SHORTHAND- P 
TYPIS required f Advertising 4 
Manage n head offic es of an indus- The Secretary, young man th flair for this type o 
the Westminster ARMSTRONG-WARDEN LTD., work Write (or ‘phone FRObisher 
wiedge of advertising S111) Mr. Scout, The Rawiplug C« 
ence in purchase 69 New Oxford Street, W.C.! Ltd., Cromwell Road, $.W.7 
rec } clearance 
secretarial 


he — MULLARD LTD. require an Assistant ADVERTISEMENT SPACE Salesman WHERE DOES A 


- & Rubber in their Publicity De partmen in Lor ! f 1 required for 
ee oo soe oe ‘ing “technical journals. Good | | GOPYWRITER START ? 
young man who comp prosp 5 ru re 4 


: gure income from 
FIRST. 4 ! oF f REATIVE ARTIST 


National Service and who has T salar ur nr ior Fullest pos- 
catalogues 


with genuine all round experience is 


knowledge of copywriting and pu ble tails t Do you think you could write 
i . leerticgments. Gland poe ; pag Ry ‘. Box 0069 Ad. Weekly 180 Fleet St EC4 copy if someone would let you? 
ntribu Pension sequined, $0 Porecenci Officer, Mu | “CCOUNTS AND ot PAYE. res This may be your chance in a 
Be sa lard I ntury House, Shaftesbur aeamadia ooref shiv ened 75 London agency. Experience is 

a iene Avenue tH paper advertisement de- not essential but some evidence 

ind experi- | GOOD ALL-ROUND General Art partment experience (ougs einer of imagination and self-expres- 

The British equired for studio. Write giving ny ig —4...1 7 sion is. Age certainly not more 

. Box 0083 Ad W Brgy leet St EC4 restaurant. Write — ; than 25—probably less. Write 

am Box 0080 Ad. Weekly 180 Fleet St EC4 all about it to the Copy Chief. 


The Chairman and controlling BOX 0095 

shareholder of an cld established Advertiser's Weekly 180 Fleet St €C4 
Advertising Agency hopes to find a 
younger associate who can assist —r “se for young lady to join 


the Company now and assume oe ee oe ye 4 
control later. ment writis JE typing required 


An applicant should be from 35 to 45, 
well experienced in advertising, and in 
want charge of some easonably large 
accounts. After a probationary period cat , 
an option will be granted to acquire a ox f Ad. Weekly 180 Fleet St EC4 
shareholding or favourable 


A Chief Typographer Passe give fel deal, which, wil EXHIBITION AND DISPLAY 


treated nm the st test confidence, to 


“ Chairman", Messrs. E.G. & J. W. 
Chester, Solicitors, 8, Stone Build- 
ings, Lincoin’s Inn, London, W.C.2. 


With the authority and A-71 Be OR | gor 0008 
skill to deputise as Art Director 


Representative Required by well known 
Contractors. Write in confidence to 


General draw out and des | | Advertiser's Weekly 180 Fleet St EC4 


ured b Cra 
w female. Pref erabl 


vic experience 


4 


Tec c adv : 

Varied / rest ‘ t TWO MORE INVOICE A ee! 
suton tr roduct P 

F 


Here he can earn a 
four figure salary in a stimulating 
and friendly atmosphere. 


AC 
Motors 


MARK FAWDRY LTD. Creative 
require 


PRODUCTION | | Magazine Typographer 
Please write fo. MAN with interest in the contem- 
CHRISTOPHER GREAVES ay snorens required _ 
. . = , Thorough owled T o- ublications epartment o 
the S. T. Garland Advertising Service Ltd., oieiieh, tefeuciiatiien Commians, ps London Agency. Would be 


52, Mount Street, London, W Excellent prospects in progres- responsible for typography and 
oe , A sive Agency. Write or telephone layout of established magazines, 


: f contacting clients where neces- 
or ‘phone: GROSVENOR 3233 or sary. Full details of experience 
Creative Manager and Salary to 
MARK FAWDRY LTD 


Hanover Court Hanover St. W! BOX 0108 
Telephone: myce rark 917678 Advertiser's Weekly 180 Fleet St EC4 


‘Phone your classifieds to CHA 8844 (Ex 25) 
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Fesruary 17, 1955 


ARTIST 


required, able to produce 
slick pencil layouts and 
clean finished work (not 
by London ad 


Write 


figure), 
vertising agency 

giving full details to 
Box 0085 

Advertiser's Weekly 180 Fleet St EC4 


EDITORIAL LAY-OUT MAN. Oper 
with great prospects for man with 
Jitorial material 

wiedge ) 

eet St EC4 

publishers 


general dutic 


Weekly 180 Fleet St EC4 


LAYOUT MAN 


with about 3 years’ Agency ex- 
perience required with good 
knowledge of typography. 5-day 
week. Write giving full details 
to 

Box 0086 


Advertiser's Weekly 180 Fleet St EC4 


PRODUCTION ASSISTANT. Keer 
productior inior (18-21) required by 

London Office vir 

(Adver 

age t ivert 
Ex 

Salar 


ment ip to 
start Pt SLO. ( 


COPY DETAIL ASSISTANT 


(Male) 
required with one or two years ex- 
perience of advertisement production 
block ordering etc. Write giving details 
of experience and salary required to 
Cc. A. Casson Led., 
6 Aldford Street, London, W.!. 


TOTHILL PRESS LID. hav: 
for Shorthand Typists Secr 


editoral and 
P WHlteh 


ARTIST REQUIRED tor 


Bonu st 
ne Write 
) Pleet St Ec 


TYPOGRAPHER 
WANTED 


Middleweight typographer with 
about 3 years’ agency experience, 
required to work on an interest- 
ing range of national accounts. 
Profit sharing and _ pension 
schemes apply 


S. C. PEACOCK LIMITED 

Maddox House, 

Regent Street, London 
Ww.1 


215-221 


439 


CLASSIFIED ADVERTISEMENTS 


REQUIRES 


Applicant must 


and age to— 


be capable 
mechanical production and copy detail, dealing 
with printers and suppliers, etc. 

Write giving full details of previous experience 


LONDON MAIL ORDER HOUSE 


ASSISTANT TO MANAGER 
IN CHARGE OF 
CATALOGUE PRODUCTION 


of handling all 


Box 9955 
Advertiser's Weekly 180 Fleet Street EC4 


ADVERTISER'S WEEKLY 


APPOINTMENTS VACANT 


Expanding Studio offers a good 
position to a 


LETTERING ARTIST 


with all-round experience. A 
high standard of lettering for 
finished art-work and layout is 
required. Congenial atmosphere 
and varied work. No Saturdays. 
A sound post for the right man. 
Write giving particulars (no 
specimens) to :— 


WAVERLEY STUDIO 


12, DRURY LANE, W.C,2. 


DISPLAY MAN for car distributors 
wit nes ' uss t 

Able ise Owr tia 

up < sory dis 

b rive Based t 

Sing preferred Write 

deta i salary expected 

Lid Public Department 

Road, Eastbourne 


giving 
Caffyns 


Meads 


Manchest 
(WEIL 


CENTRAL ART 


urgently requires the following staff 
|. Assistant Studio Manager. 
2. First-class Lettering Aritsts. 
3. General Artist. 
4, Photo-retoucher. 


Good salaries await selected applicants 
Pleasant working conditions. Two 
weeks oliday this year Apply 


Art Director 
CENTRAL ART & 
PHOTOGRAPHIC STUDIOS 


309 Oxford Street, W.!. 
Telephone: MAYfair 3742 


EXHIBITIONS 


Experienced man residing in or 
near London, with an apprecia 
tion of modern décor, required 
to assist in the planning, layout 
and control of stands at London 
and Provincial exhibitions. Crea- 
tive ability indispensable. Con 
tributory Pension Scheme. Apply 
stating age, experience and salary 
required to 


BOX 0110 
Advertiser's Weekly 180 Fleet St EC4 


Printer 
age 20-2 leading 
mmercial Excellent 

An opportunity for ad 

ememt and fnendly atmosphere 

re offered to a printer used to qualit 
Phone PRI. 6611 


Design: Display - Exhibition 
Silkscreen - Photography 


Replicards Led., 
Replica House, Bavaria Road, N.19. 
ARC 6241-4 


have vacancy in studio for another 
general designer — draughtsman 
Must have experience presenting 
visuals and executing working 


drawings 9.0—5.30 No Sats 


Please write to Chief Designer for 


tment 


SENIOR VISUALISER. Our welcome 
" for le vinkis 


s Clear-thinkin 


onsumer 
nd a happy berth awaits 
ndidate Brief fetails 


Ad. Weekly 180 Pleet St BC4 


BIRDS EYE SALES LID. requir 
Ass age 22-28, for tf a 


eir 


GOOD GENERAL ARTIST 
ability and exp 


creative 2 ape i 


SAWELL PUBL 
tw ung Sg Ret 


ICATIONS LID require 


set-up. 


Please reply to: 


TECHNICAL PUBLICATIONS DEPARTMENT 
of large Engineering group requires following staff for prepara- 
tion of extensive variety of technical literature 


TECHNICAL AUTHORS, experienced in writing and 
supervising completion of Prestige, Sales and Instructional books 
on Aero, Diesel and Mechanical subjects 


TECHNICAL ARTISTS, fully 


from blue prints, preferably to half-tone and colour. 


GENERAL ASSISTANT, previous experience in print- 


ing and publishing or Amendment Procedure 


ADANA OPERATOR, preferably able to compose and 


sectioned perspectives 


Box 00! | 
Advertiser's Weekly 180 Fleet Street EC4 


Excellent opportunity for 
JUNIOR 
LAYOUT ARTIST 


In medium sized London 
Agency. Wide variety of 
resting work. Know- 
ige of type an advantage 
Write stating age, experi- 
vce and salary required to 


ART DIRECTOR 


BOX 0096 
Advertiser's Weekly 180 Fleet St EC4 


VOUNG 
M af 


104 Ad. Weekly 180 Pleet St PC4 


PACKAGING 


Required to serve in 
capacity Dy ifn 


advisory 
portant manufac- 
turing organisation near London, 
man with experience of modern 
marxet g methods Knowledge 
of wrapping and packing materials 
itable for use on high-speed 
machines for a wide variety of 
0 commodities is essential 
tory Pension Scheme 

y age, experience and 

y required to 


BOX O111 
Advertiser's Weekly 180 Fleet St Ec4 


’Phone your classifieds to CHA 8844 (Ex 25) 
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* A 
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Ms | 
Prody a Po —_ 
Typing ability 1 
Box 0126 Ad. Ee | 1. a 
; eS COPYWRITER. = Progressive position 
for keer ntclliger young man with 
at least 2 years’ Agency experience 
hand g varied selection of ationa 
rade and technica account C,ood 
prospects Write fully r ‘phon 
Creative Manager, Smee's Advertising 
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I Wi London, EC4 
bag ena Po 
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- ye or appoint- 7 MAN, having completed his 
Service ss required for a 
ee = lechnica progressive post in the Billposting 
Lllustratior — hu lit to produce Department { a West End Adver 
avout and artwork t ng Agen Hours, 9-5.40 . 5 days 
ar ale teraturt { Write stating age. experience and 
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ADVERTISER'S WEEKLY 440 Fespruary 17, 1955 


TRUER CLASSIFIED ADVERTISEMENTS 


ASSISTANT APPOINTMENTS VACANT WANTED 
SPACE BUYER Situations Vacant: “ The engagement of persons answering these advertisements must 


be made through a Local Office of the Ministry of Labour or a Scheduled Employment ADVERTISING SALESMAN 


Agency if the applicant is « man aged 18-64 inclusive or 2 woman aged 18-59 inclusive 
(male) unless be or she, or the employment, is exce from the provisions of the | A competent advertising salesman can 
Notification of Vacancies 1952." 
‘ required earn good salary and commission selling 
: an outstanding and long established 
by leading Fleet Street Agency. advertising illustration service to daily 
; Should have good knowledge of 


and weekly newspapers. This service 


Media and be capable of pre- We require a is of high quality and completely plan- 


paring appropriations, etc. Ap- ned for British use. Applicants should 
; ply in writing giving details of have full knowledge of newspaper 


; 1 advertising practices. Apply stating 
i a po Rae and seat L a y oO u t m a n L U Ss newspaper and sales experience. 
“a Salary required. 
. BOX 0116 By this we mean pitgans 
Advertiser's Weekly 180 Fleet St EC4 Advertiser's Weekly 180 Fleet St EC4 


@ One with solid experience and proved versatility PLUS 


A LEADING WEST END STUDIO a useful reserve of ideas. LAYOUT ARTIST. Opportunity for 
seeks the services of an Artist who has really first-class young man or woman 
early ambitions of handling the art : in old-established City Agency Must 
firections of a department of an e One who has an imaginative sense of design and typo- be adaptable and capable of doing 
xpanding studio The successful graphy PLUS the ability to produce rapid and effective finished work if required. Write in 
spplicant would be able to produce layouts. first instance, stating experience and 
leas and layouts himself and should salary required, to 
have a good knowledge of typography : _ Box 0102 Ad. Weekly 180 Pieet St EC4 
He will eventually be expected to pro- @ One who has experience in developing others’ ideas 

- wress the finished artwork to its final i 
—&t5 po PLUS the facility of being able to work closely with a ADVERTISEMENT 
age and present salary, to ° 
Box 0119 Ad. Weekly 180 Fleet St BC4 SALESMAN /WOMAN 
y If you feel you are the man we have in mind please write: required for Midland publications. 
PRODUCTION ASSISTANT Scope for keen representative able to 
Creative Director, G.S. GERRARD LTD., !0 Argyll St., introduce fresh contacts. Rollaprint 
b - Coombes Road, Halesowen, 
d OXFORD CIRCUS, W.| 226. Soames Seed, 00at 
r require , wee Birmingham. Phone: BLAckheath 
5 1637. 
af must be capable of keeping 


~ accurate schedules on a number 


f of important accounts and or- PRINTERS 
bi rin rocess blocks, - . - 
hi dering p type SENIOR RETOUCHER FOX PRINTING PRESS have installed 
settin etc 
q g. ° three of the famous Heidelberg 
Agency experience essential. Shop Demonstrator and Saleswoman experienced in Blocking out, Knifing, Cylinders in their new extension and 
‘ ~- Pencilling, etc. on film, and lass are now in a position to undertake 
Superannuation scheme. Write required to travel U.K. supervis- omer we required agent qugnnling another established monthly or weekly 
giving full particulars of past ing large staff demonstrating food Art Department (which links our Demy Octavo or Quarto. Fox 
. experience and salary required | * | products. Contributory Pension Photographic and Offset Litho Sections). — a Types ~~ Bay. 
to : Interesting and well-paid job with on oad South _ Woodford 
3 Scheme. Apply stating age, ex- good prospects London, E.18. BUC 6565 
Y rience and salary required to PERIODICAL PRINTERS (Letterpress) 
GOLDERSTAT have machine time available, all size 
c , all sizes 
9, Berkeley St., London, W.1 BOX 0112 Sat le aan ed eeiiie ice up to qued-demy. iso can adopt 
fe ¥ : a P two weekly or monthly periodicals at 
3 TWO YOUNG ARTISTS required Advertiser's Weekly 180 Fleet St EC4 Phone: Clissold 4386—6713—6714 special rate 
0 shou years) by one of London's Box 9976 Ad. Weekly 180 Fleet St EC4 
SS -_— tear od —_ YOUNG LADY, experienced photo- | YOUNG P.R.O. (age about 25) required OLD-ESTABLISHED high quality 
ere at scope an advancement to suit- grapher, required for Publicity Depart- to work in Northern Ireland. News- ee the _— has ———_ 
a Se’ , . ment of Engineering Company in aper or technical journal experience available in all operations for the 
Box 0094 Ad. Weekly 180 Fleet St EC4 NW. Lon meg to take charee of nse ere A — “ — production of a monthly or quarterly 
photographic section and assist with Box 0101 Ad. Weekly 180 Fleet St BC4 letterpress periodical of the following | 
ADVERTISEMENT REPRESENTATIVE general departmental duties. Five-da} specification : From 5,000 to 10,000 
on week. Canteen. Write full particulars CARTOONIST required for advertising copies Svo or 4to, from 64 pp. to 
REQUIRED of age, experience and salary required film producers. Write, giving experi- 128 pp.. with small sections in colour 
in the North and North West for to ence and salary required, to if required Quotations would be 
important weekly journal which is the Box 0099 Ad. Weekly 180 Fleet St EC4 Box 0125 Ad. Weekly 180 Fleet St EC4 submitted on receipt of full informa- 
leader in its field Advertising ex- tion 


perience an advantage. Interviews Box 0064 Ad. Weekly 180 Fleet St EC4 
London or Manchester 


Advertiser's Weakly 120 Peet Se 6C4 TWO MORE VACANCIES COURSES 
A VACANCY 


occurs in a London ' 
Commercial Studio for a Junior As- 
17 


PE VISUALISER wih consicerori oe SSS. Se 


some photographic experience. "Phone 


PRI. 6611 agency experience, capable of designing advertising in A.A. Exams ! 
ay a —— of a high standard and taking responsiblity In the May 1954 Advertising 
Established Company Apply. giving for controlling his work from rough to final proof. Association Examinations 
particulars of agency experience, age : . : LC.S. once again achieved 
and salary required, to Outstanding successes. I.C.S 
100 Weekly 180 F . » am 

Box 01 Ad eekly 180 Fleet St BC4 TYPOGRAPHER Students won: 

with agency @ Second place in Division * C.’ 

Immediate opportunity in Studio experience in press advertisement typography, @ First, second and third 


of West End Agency (moderate able to produce clear and precise 
size and developing) for capable 


type mark-ups and intelligent adaptations 


’ successful can- 
GENERAL ARTIST Please write giving details of experience LCS. Home Study Coeene + 


tion for both the A.A. and the LP.A. 
and when available for interview to Examinations ~~ comprehensive, up- 
Some Agency experience. Bright to-date, and have been written 
' ce experts actively engaged in the 
Layout ideas. Good slick finished Art Director, 


vertising field. 
work including lettering. O Ss B ) R N Ee. P EAC re) Cc K in COMMERCIAL” ART.” available 
w 


Write with full details RITING. 
26a Albemarle Street, W.1 


Write todey for free book to DEPT. 2E 
BOX o118 INTERMATIONAL " CORRESPONDENCE 
Advertiser's Weekly 180 Fleet St €c4 pway, Londen, Wicd 


Kingsway, London, W.C.2 


‘Phone your classifieds to CHA 8844 (Ex 25) 
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FEBRUARY 17, 1955 


APPOINTMENTS WANTED 


T.V. PRODUCER 


at present LC. Advertising Agency TV 
Department, in production of live and 
filmed commercials, radio scripting, BBC & 
Radic Luxembourg, known TV jingle 
Specialist desires to join agency or organisa- 
tion offering adeq uate salary 


Box 0043 
Advertiser's Weekly 180 Fleet St EC4 
“HAND PICKED” SECRETARIES 


available The Wigmore Agency, 67 
Wigmore St.. W.1. HUNter 9951/2/3 


ADVERTISER'S WEEKLY 


CLASSIFIED ADVERTISEMENTS 


APPOINTMENTS WANTED BE BUSINESS OPPORTUNITIES 


P.R.O./PRESS OFFICER. 
tive seeks scope Agency 
House experience. Sales promotion, 
advertising, press contacts. organiser 
Box 0120 Ad. Weekly 180 Fleet St BC4 


YOUNG MAN (21) would like position 
in advertising / publicity At present 
in RAF (Singapore Free in June 
Enthusiastic but lacking experience 
Box 9946 Ad. Weekly 180 Fleet St BC4 


Lady execu- 
Mayfair 


team-work with agency. 
London 


COPYWRITER 


with unsurpassed experience and qualifications is 


AVAILABLE 


for limited number of “ top-level 
Own office, 


Box 0089 
Advertiser's Weekly 180 Fleet Street EC4 


* commissions. Fullest 
phone, secretary, 


SIX YEARS in Space Department of 
large London Advertising Agency fol- 
lowed by 1s months in Agency 
dealing wit T Young lady with 
above experience secks situation as 
Ass stant to Head of TV department 
of Le Agency 
Box ray 6 "Ad Week! 


180 Fleet St BC4 


SENIOR 
EXPORT EXECUTIVE 


Englishman aged 39, 
Visiting U.K. April 1955. 


Fully experienced all phases Marketing 
Advertising in Five Continents. Now 
holding Senior position with foreign 
company, seeks service with British 
or American Organisation. Excellent 
international credentials Reply 


Box 0065 
Advertiser's Weekly 180 Fleet St EC4 


CREATIVE YOUNG ADVERTISING 
and TV Film Visualiser/Director soon 
available to film company or agency 
Box 0074 Ad. Weekly 180 Fleet St EC4 

BOOK-KEEPER (lady) seeks responsi- 
ble post Trial balance, P.A.Y.E 
costing typing agency experence 


Box 0031 Ad. Weekly 180 Fleet St EC4 


DESIGNER 


Chiefly Posters and P.O.S. 
Stylist with Contemporary ideas 
(and technique to finish the job) 

rusting in Antique Studio 

WHAT OFFERS? 
BOX 0097 
Advertiser's Weekly 180 Fleet St EC4 


CHIEF SALES EXECUTIVE, at present 
with high-grade London publicity and 
journa! colour printers, seeks change to 
career with closer advertising ties 
Extensive administrative and produc- 
tion experience Wide knowledge of 
paper, plate and photo = c buying 
Age 33 £1,200 salary grou 


Box 0091 Ad. We y 180 Fleet St Ec4 


ARE YOU ALIVE... 


to the possibility that a man (28) 
with 6) years experience in 
advertising (Asst. Account Ex- 
ecutive and client) and a 
determination to ‘go places’ 
might be just what you need in 
your organisation ? 


Box 0078 
Advertiser's Weekly 180 Fleet St EC4 


TECHNICAL ADVERTISING 


London representative of a provincial 
Agency, specialising in technical adver- 
tising, would like to meet small, but 


progressive, manufacturers of pro- 
ducts of a technical nature with a view 
to developing sales through suitable 
advertising 

Box 0076 


Advertiser's Weekly 180 Fleet Se EC4 


AM DESIROUS of forming a Com- 
mercial Art Group or Studio, and 
would like to meet interested persons 
of ability. experience and enthusiasm 
Box O115 Ad. Weekly 180 Pieet St BC4 
LIBERIAN JOURNALIST, resident 
Monrovia desires appointment as 
News Correspondent to British news- 
Papers and/or News Agencies. Abie 
Ondertake market research and supply 
news photographs. Reply 
Box 0123 Ad eekly 180 Fleet St BC4 
TWO FIRST-CLASS PRINTERS re- 
quired for busy commercial Photo- 
gtaphic Studio 
Box 0088 Ad. Weekly 180 Pleet St BC4 
PROVINCIAL ADVERTISING Agency 
with agreed past tax losses secks 
amaigamation with recognised Agency 
Experienced staff and well-situated 
office sscommodation available 
Box 0084 Ad. Weekly 180 Pleet St BC4 


FOR SALE 
Complete Printing Department 


Ideal set-up for manufacturer who 
wishes to print and produce his 
own sales literature etc. 
Equipment includes : 

| ROTAPRINT ROTARY OFfF- 
SET LITHO MODEL R30 
(1952) 
COXHEAD DSj COMPOSING 
MACHINE WITH 8 TYPE 
FONTS (1952) 
ROTAPRINT ROTARY OFfF- 
SET LITHO MODEL RKL 
(1950) 


1 24° ROTARY GUILLOTINE 
with Spare Blade 
| Treadle operated WIRE 


STITCHING Machine 
GRANT PROJECTOR with 2 
Lenses and all accessories. 
Also Adana machine with 2 Fonts 


Fiat Bed ODryer and Hand 

Operated Whirler. 

Write for further details to 
Box 0072 


Advertiser's Weekly 180 Fleet St €c4 


Director of leading 
South African 
Advertising Agency 


now in London is available 
for discussing South African 
and Rhodesian markets re- 
garding Finance, Marketing 


and Distribution. Reply 


Box 0008 
Advertiser's Weekly 180 Pleet St EC4 


PUBLISHING ORGANISATION wishes 
to acquire part or full interest in 
Periodicals 
Box 9977 Ad. Weekly 180 Fleet St BC4 


| SCREEN PRINTED POSTERS. Any 
size First-class work Low prices 
| Dores Signs, 112 Topping St lack 
| poor 
OPERATORS of spectacular new Ad- 
vertising Medium wish to contact 
executive with high-level contacts 
National Advertisers. J. D. H. Rad- 
ford. Plumtree Lane, Cotgrave, Notts 


FOR STOVE ENAMEL SIGNS, silk 
screen printing, sign writing and dis 
plays, ‘phone CHA 3878 or write 
Box 0075 Ad. Weekly 180 Pieet St BC4 

PERIODICAL PUBLISHERS. If you 

| have an =: editorial managerial or 
financial probiem, the solution could 
be provided by the wide resources and 


25 years’ successful experience (from 
specialised ournals to million-sale 
weeklies) of Herbert I. Thom 

12 St. James's Place, S W.1 HY De 


Park, 3879 


FREE LANCE SERVICES 


SPOT-NEWS. Wanted, a man capable 
of producing a newsworthy story from 
the average mar the-street The 

| job requires imaginative reporting 
Payment w be on a retainer basis 
plus liberal fee and expenses for each 


assignment 


Box 0081 Ad. Weekly 180 Pleet St BC4 
COPYWRITER. One of the 


imaginative and market-conscious in 
the business invites free _ e schemes 
Industrial and consumer onfidential 
Box 0079 Ad. Weekly 180 Preet St BC4 


COPYWRITER, 
thoroughly 
ences 


most 


all kinds work quickly 
executed Excellent refer- 
specimens FLAxman 7042 


AGENCY COPY CHIEF wishes build- 
up pane! freelance copywriters . chiefly 
consumer advertising, some trade 
Details from 
Box 9936 Ad. Weckly 180 Pieet St BC4 


FLIGHT COPYWRITER free 
Tee full time to Advertising Agents 
only Prefers to work on “‘head- 
aches technical, medical and ethical 

copy requiring detailed research 
General copy aiso handled at fees 
reasonable enough to cut agency over- 
heads Write Copywriter,” 75 
Harrington Gardens S.W.7. or "phone 
Fremantle 7 


ARTISTS WANTED. Figure, fashion 
scraper, textile design, mail order, 
packaging. etc Phone : HUN. 0832, 


ll am to ! pm 


YOUNG WOMAN ARTIST specialising 
in line and gouache illustrations, book 


jackets, etc one-time assistant to 
designer of repute, must supplement 
almost successful free lance with 


regular art-time work 

Box 0122 Ad. Weekly 180 Pleet St BC4 
COLUMNIST, prints photographs 

secks commissions, 

Box 012! Ad. Weekly 180 Fleet St BC4 
FASHION ARTIST and Figure Illustra- 

tion Specialist. Frank Bidestem, The 


Studio, | Princess Mews, Hampstead 
NW}. (HAM. 2623.) 


COPY THAT PULLS? 
free lance help you 
Box 0090 Ad. Weekly 180 Fleet St BC4 


Let top-flight 


EXPERIENCED ARTIST seeks steady 
flow of work from Printer/ Publisher 
Sound ideas, layouts, artwork, Fast 
service 
Box 0087 Ad. Weekly 180 Pleet St BC4 

FREE LANCE ARTIST required for lay- 
outs. Apply to Home Publishing Co., 


Falcon House Dingwall Road, 
Croydon 

ESTABLISHED DISPLAY HOUSE 
jesires to make contact with free 


lance photographs colourists 
Box 0002 Ad. Weekly 180 Pleet St BC4 


COPYWRITER. Author (novels, short 
stories, and occasional contributions to 
Punch) with particular flair for words. 
slogans and light verse, as well as 


practical experience in London pub- 
icity agency, offers freelance copy- 
writing services References and 
specimens 


Box 9901 Ad. Weekly 180 Pleet St BC4 

LAYOUT ARTIST (Fx Pig) specialises 
in folders and brochures. seeks com 
oussons 


Box 9867 Ad. Weekly 180 Pleet St BC4 


BOX CAMERAS (metal) with your own 
name or trade mark for gift schemes 
or prizes, etc Quantity quotetions 
from Photopia, Newcastle, Staffs 


FOR ORIGINAL GIRL PICTURES. 
Pin-ups, Figure Studies, etc. of 
Visual Arts Club Models—singles or 
sets. Photo-Union Picture Library, 
12 Soho Square. London 


TENDERS 


COUNTY 


{approximately 65,000 
Director of Publicity 
bourne. 
on Friday, 


lich March, 1955. 


| for Guide "’ 
| sender). 
| Town Hall, 
Eastbourne. 

| 8th February, 1955. 


BOROUGH OF EASTBOURNE 


1956 OFFICIAL GUIDE 


Lal 

Tenders are invited for the printing of che 1956 Official Guide 
copies with editorial 
Specification and further particulars may be obtained from the 
Information Bureau, Railway Station, 
The closing date for the receipt of tenders is 12 noon 


No tender will be considered unless it is sent in a plain sealed 
envelope addressed to the Town Clerk bearing the words 
(but shall not bear any name or mark indicating the 
The lowest or any tender will not necensarily be accepted. 


in photogravure). 


East- 


“ 


Tender 


H. BUSBY, 
Town Clerk 


‘Phone your classifieds to CHA 8844 (Ex 25) 
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The air-minded young man of to-day is 
an important person, for to-morrow he 
may well be a pilot, an engineer, a designer 
or a skilled artisan—a family man with a 
family man’s wide range of interests. 

Between the ages of 17 to 25 years his 
thoughts are most malleable. Impressions 
gained during this age will condition his 
thinking in the future—buying habits are 
being formed which will last a life-time. 
He is, in truth, a GROWING market—in 
size and power. 

He reads the RAF. FLYING 
REVIEW, for 70%, of its 77,000 monthly 
sold copies go to this age-group, not only 
in the Service but in aviation’s well-paid 
industries. The whole range of consumer 
goods interests him, and so he is an 
important person to advertisers with an 
eye to the future. 


© REACH IT THROUGH 


ROYAL Ain. 


Flying 


REVIEW 


180 FLEET STREET - - - LONDON, E.C.4 
TELEPHONE: CHAncery 8844 


Fearuary 17, 1955 


— STOP PRESS — 


WESTMINSTER 
PRESS BUY 
UP GROUP 


Westminster Press Provincial 
Newspapers Ltd. buying Middlesex 
County Press, owned by King and 
Hutchings Ltd. Papers involved are 
“Middlesex 
“Middlesex 


“Harrow 

Observer,” 

series, and “Acton Gazette & West 
London Post.” 


H. J. Heinz Co. Ltd. sum- 
moned at Swindon for three alleged 
offences arising out of advertise- 


a in “Woman.” 


d for, it was 
aunt being party to publication 
of advertisement for Heinz Strained 
Beef and Liver Soup, which claimed 
iron was present in the food with- 
out specifying minimum quantity of 
iron contained in every ounce; for 
claiming it contained vitamins, but 
not specifying minimum quantity of 
certain substances in each ounce; 
and for being a party to publica- 
tion of advertisement calculated to 
mislead as to nutritional value of 
Heinz Strained Beef and Liver 
Soup. 

iy T. Molony (for company) 
pleaded guilty to first two sum- 
monses and not guilty to third. 
Company was fined £15 on each of 
first two summonses and ordered to 
pay 10 guineas costs. The third 
summons was dismissed. (Fall 
report next week.) 


CHEQUE FOR NABS 


“Two Freds” cricket match in aid 
of NABS, was handed to Norman 
Moore, NABS president, by 
Andrew Milne, chairman of Fleet 
Street Column Club at club yester- 
day (Wednesday) evening, when 
film of the match was shown. 
Lord Mackintosh, who was to 
have made the presentation, was 
prevented at the last moment from 
attending. (Full report next week). 


Evelyn 

announce name 

tered for the laundry parce! adver- 
tising scheme organised for the 
Institution of British Launderers 
Ltd. Circulation target of one 
million laundry parcels a week 
almost reached, although returns 
still to be received from consider- 
able number of laundries. 


R. A. Simpson. chief circulation 
manager, “Sunday Times” shortly 
ining boards of News Chronicle 
td. and Star Newspaper Co., Ltd., 
and will be director responsible for 
“News Chronicle” sales. 
Increase in profit before tax from 
£152,727 to £184,277 amnounced by 
George T. Mills, chairman, in 
annual report of Mills & Rockleys 


advertisers. It had to be remem- 


bered, however, that outdoor adver- 
tising reached 


reminders in streets that clinched 
sale of products advertised in the 
home by press, periodicals, direct 
mail or TY. Posters were comple 
mentary to other media. 

He reports that continued 
habilitation of the . 
Hellberg poster panel had 
marke: 


sentation which was ebvicnsty 
appreciated, not merely by cus 


were sufficiently enlightened to be 
aware of essential need to vide 
facilities for outdoor advert 


’ Ss N 
jittses fy"*bepanr Garden 
ing for March 12, 19, 26 and 
April 2, 9 and 16. 


PSV COMMITTEE 


The PSV committee states its 
objects to co-ordinate activities of 
members in order to simplify and 
increase use of transport advertis- 
ing, to “impress on all advertisers 
and agents that PSV advertising 
should be considered as an essen- 
tial national medium,” and to en- 
sure as far as possible uniformity of 

although it will avoid any 
erference with free competition 
that exists between members. It 
will safeguard and promote interests 
of members and to take steps to en- 
sure continued good reputation of 
public transport advertising. 


Several of agency's j 
clients present at , “iebace 
party of Redheads Advertising Ltd. 
Newcastle upon Tyne. Occasion 
was 25th anniversary of incorpora 
tion of the agency in 1929. Red 
~ vy were actually established in 
1924. 


TV RIGHTS BILL 


The Copyright and Television 
E Bill introduced by 


of Lords on Tuesday, 
seeks to prevent anyone to allow 
visual images and ae 
sounds broadcasts by the BBC and 
ITA to be seen or heard in public 
unless he has a licence from the 
owner of the exhibiting right. The 
right shall last for 25 years from the 
first broadcast. It is proposed that 
the relevant section shall come into 
force on October 1. 


Lord Piercy, chairman of Indus 
trial and Commercial Finance Cor 

ration, has become president of 
Sta rket Research Society in succes 
sion to Sir Arthur Bowley. 


Cravens Advertising 
Ltd. to introduce Fawn margarine. 


Hallam Fordham, Yardley export 
manager, died in Calcutta, during 
visit to Far-Eastern markets. Had 
been with company 27 years. 
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